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SNDATPROL OD O 


Distilled at Linden, New Jersey, U. S. A., by 


W. J. BUSH & CO. 


(INCORPORATED) 


from selected Mysore heartwood [Santalum Album Linneé | 


NET WEIGHT 25 POUNDS 








Genuine Mysore Sandalwood Oil distilled from selected Mysore heart- 
wood is recognized as the standard of quality by leading Perfumers the 
world over. 


The delightful effect imparted by genuine Mysore oil cannot be satisfac- 
torily duplicated by natural or synthetic material from any source. 


(In original sealed and serially numbered containers only.) 


Sole Agent for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


“J? Olpefte Sffence Diftilftrs”” 


W. J. BUSH & CO. 


Essential Oils .. Aromatic Chemicals . . Natural Floral Products 


NEW YORK, N. Y. 


London Mitcham - Messina Grasse 
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GEORGE LUEDERS oy 


427-429 WASHINGTON ST., NEW YORK 
factory: Brooklyn ... branches: Chicago, San Francisco, Montreal, Mexico City 


Established 1885 


OIL OF PATCHOULY 


SO IMPORTANT IN EVER SO 
MANY PERFUMES 


From selected leaves plus a distilling expe- 
rience of many, many years. This is the 
story of our Oil which has met favor in so 
many quarters. You will immediately recog- 
nize its superiority in comparison with any 
other, domestic or imported. And our price 
is attractive too. 


OIL OF ORRIS 


AYE YOU FTSATSEoO OER 
ma CONCRETE 


LINALOOL ss 


LIQUID 


from Bois de Rose, Cayenne 


R H 0 D | N 0 [ ALSO OF OUR OWN MANUFACTURE 


from Bourbon Geranium 


; From choice Florentine Root, exquisite in 
Both available at the 


lowest prices in many years. perfume, priced advantageously. 


Sole Agents for 


CAMILLI, ALBERT & LALOUE 
GRASSE, FRANCE 


Manufacturers of the famous 


MAXIMAROMES 


The World’s Finest Natural Flower Essences 
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NEW CONTAINER 
INCREASES SALES 


400% 


One way to help boost sales of a product is to put itina 
container that gets attention...attention from dealers who 
can give it prominen* display; attention from customers 
who can read at a glance the message of product quality 
the package appearance tells. 


READ WHAT THE CUSTOMER SAYS: 


“"..We have sold four times as many Polishing Cloths... after 
changing the type of package used for this cloth.’’ The new litho- 
graphed metal container is easily spotted on shelf or counter, makes 
a colorful display. Perhaps your product can make a similar sales 
record with a redesigned container. 


REDESIGNED FOR 
GREATER EFFICIENCY 


This metal and fibre container 
is especially constructed to 
protect hygroscopic products. 
The new lock-top opens easily, 
recloses tightly. Under it is a 
tamper-proof drumhead seal. 
Does your product require 
special protective features in 
a container? 


CANCO 


This package comes in several 
sizes, handy for home or shop. 
It is fibre, with metal bottom 
and top; directions for using 
are embossed on the lid. Canco 
has a store of knowledge con- 
cerning containers, will help 
you on the simplest packaging 
problem, or the most difficult. 
Write Canco for information 
on how you can increase sales 
of your product with a new 


container. No obligation. 


AMERICAN CAN COMPANY 


230 PARK AVENUE, NEW YORK, N. Y. 


104 SOUTH MICHIGAN AVENUE, CHICAGO 
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111 SUTTER STREET, SAN FRANCISCO 
WORLD'S LARGEST MANUFACTURER OF METAL AND FIBRE CONTAINERS 








NO SINGLE QUALITY SO QUICKLY IDENTIFIES YOUR SOAP 


WITH IMMEDIATE APPEAL AND REPEAT SUCCESS 


As tHe ODOR you use 


For years Norda chemists have specialized in re- 
search to determine the odor and bouquet formulas 
most suitable for various types of soaps. Your 


special attention is called to the following: 


LILAC © SANDAL 
PEAY D*'ESPAGNE 


JASMIN © GERANIUM 
PERSIAN BOUQUET «+« WISTERIA 
CARNATION © LAVENDER BOUQUET 


A generous working sample of the odors you 


specify will be sent promptly at your request. 


(Ne rad 4 


ESSENTIAL OIL AND CHEMICAL COMPANY, INCORPORATED 


NEW YORK OFFICE: 601 WEST 26th STREET 
CHICAGO: 325 W. HURON STREET 
i a PAUL: 253 B . tth STREET 
LOS ANGELES: 685 ANTONIA AVENUE 
CANADA: 119 ADELAIDE STREET, W. TORONTO 
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Swindell stock perfume bottle 
designed to dramatize YOUR label: 


R 31 


Again, Swindell proves it is possible to take advantage of the 
economy of a stock bottle without sacrifice of distinction or 
individuality! R 31 is made in the following sizes: 1 dram, 


2 dram, 2 02z., 1 oz.,2 oz., 4 oz. Write for samples and prices. 


SWINDELL BROS. «+ BALTIMORE 
200 FIFTH AVENUE NEW YORK 
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BEHIND our products stands an organ- 
ization pledged and equipped to supply 
the finest perfuming materials. 


Our factory in Elizabeth, New Jersey, 
houses the most modern equipment, and 
operates under the exacting eye of an 
experienced and skilled personnel. 


Our technical staff and master perfumers 
are continually engaged in the develop- 
ment of better and finer products for per- 
fume users. These men are ready at all 
times to advise with youon your problems. 


This is the organization which stands be- 
hind every bottle bearing the label of 


VAN AMERING@EN\ HENS BIRERERLIN Gs 


315 FOURTH AVENUE, NEW YORK CITY 





Sales Increase Because 


Users Enthuse Over 


APLI cosmetic specialties 


ie Perfumers’ Laboratories have been making 


processed specialties such as rouge and lipsticks for lead- 
ing cosmetic houses for sixteen years. Our distinguished 
clientele reports sales increases for 1938 we ll in advance 
of the industry as a whole. 

A vital reason for this result is the fact that APLI 
products win enthusiastic consumer approval. Users 
quickly recognize the superior qualities of APLI cos- 
metic specialties. And consumer preference merely con- 
firms what the microscope reveals...infinitely fine texture 
.. absolute uniformity ... colors of the highest purity. 

We have a fund of up-to-the-minute information on 
current cosmetic trends which we will be pleased to 
make available to you. Please address requests to 


Mr. A. E. Mullen. They will receive prompt attention. 


AMERICAN PERFUMERS’ LABORATORIES, Ine. 
(Makers of the World's Finest Cosmetics 
30 ROCKEFELLER PLAZA, NEW YORK, N. Y. 
In Canada: 1015 St. Alexander Street, Montreal, Quebec 


PRIVATE BRANDS EXCLUSIVELY 
PRODUCTS LIABILITY INSURANCE 
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LESSENING THE GAMBLE 


N your business as well as ours there is bound to 
be an element of uncertainty and gamble. This is in- 
evitable. But we can reduce the gamble, and it is in 
the degree to which we succeed in doing just this that 
we distinguish ourselves as either good or poor business 
men. 


There is one policy which seldom fails to achieve this 
end and that is, in whatever your enterprise or how- 
ever you may be called upon to serve those upon whom 
your success ultimately depends, to give a fuller meas- 
ure of value than is expected of you. We know that 
it works because it has been one of the basic principles 
of our own business ever since its inception. And we 
feel very sure that our lengthening list of faithful cus- 
tomers is but tangible proof that the little “extras” 
in value and service which we endeavor to render have 
served to reduce our business gamble along with theirs 
and in so doing have lent material and measurable 
strength to the business linkage between us. 


FRITZSCHE BROTHERS, Inc. 


2 aS 
Apart SCUE BROTH ens? 
\ = v INC © ” 
Re “Ww yo* Ff 
S.u.s.pat ° 





‘FRITZSCHE SUPPLIE 





WHAT NATURE DENIES 
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ns JAVE YOU ever felt there was something lacking in your heliotrope com- 
positions—that for the life of you, you could not produce a really convincing helio- 
trope effect. If you have, the fault was not in your compounding but in the 
materials with which you had to work. No floral effect can be correctly simulated 
without some backing of the natural essence. In the case of heliotrope, this has been 
impossible because isolation of its delicate odor principle has never been achieved. 


It was to meet this need for a more characteristic fragrance that our laboratories 
developed HELIOTROPE FLEURS CONCRETE. This material is distinguished 
from other chemical substitutes, especially heliotropin, by its living, plantlike character, 
by its greater odor value and solubility, and by its slighter tendency to discolor. It 
not only intensifies the fragrance but fixes it and in so doing assures fuller, richer and 
more flowery effects at appreciably lower cost. 


If you will permit us to send you a sample gratis and will try it, either as a basic 
flower note or in blending or finishing your composition, you will realize why so 
many other successful perfumers have improved their products by substituting 


HELIOTROPE FLEURS CONCRETE in their formulae. 
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ERITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW uae 


BRANCH STOCKS 
BOSTON CHICAGO LOS ANGELES ST. LOUIS TORONTO, CANADA MEXICO, D. F. 
ree TvORntes AT ctierew,  s. £28 SRG ta ws (V A R) FRANCE 
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FRITZBRO FLOWER OILS 


These exquisite materials, produced by volatile solvent extraction, are 
slightly less concentrated than our superfine Absolute Essences. They 
yield the true floral character of the latter, however, and at prices 
approximating those of imitation oils. So, if you want quality that 
will reflect credit upon your goods, at moderate cost, investigate these 
Natural Flower Oils. 


FRITZBRO 
SYNTHETIC SPECIALTIES 


These specialties represent the union of natural flower extracts with 
the finest aromatic chemicals. They may be used for backing, blending 
or finishing of bouquets or compositions based upon their respective 
floral scents. In this group are such outstanding successes as ACINTHIA, 
AVRYLLIS, DIANTHUS, HELIOTROPE FLEURS CONCRETE, LYLIUM, 
ORANGE FLOWERS TERPENELESS and many others. Write for de- 


tailed catalog. 


RESINOIDS, F.B. 


A superlative means of fixation is provided by these extracted and highly 
concentrated Gums, Resins and Balsams. In addition to fixation they 
contribute the characteristic perfume note of the respective raw ma- 
terial. Details on request. 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


BRANCH OFFICES: 


ATLANTA, GA. COLUMBUS, 0. NEW ORLEANS, LA. PHILADELPHIA, PA. SAN FRANCISCO, CAL. 
508 Standard Building 21 East State Street 813 Louisiana Building 12 South 12th Street 1325 Howard Street 


BRANCH OFFICES and STOCKS: 


LOS ANGELES CAL. ST. LOUIS, MO. 


BOSTON, MASS. CHICAGO, ILL. 
816 West 8th Street 308 South 4th Street 


206 State Street 118 West Ohio Street 


FRITZSCHE BROTHERS OF CANADA, LTD. PRODUCTOS FRITZSCHE BROTHERS, S. A. 
77-79 Jarvis Street, TORONTO, CANADA Mesones 24, MEXICO, D. F. 


FACTORIES AT CLIFTON, N. J. and SEILLANS (VAR) FRANCE 





OVER TWICE AS POPULAR 


as all other Lemon Oils Combined ! 


FROM CALIFORNIA 
LEMONS 


a = Wi . 


COLD PRESSED AND 
CLARIFIED 


an Pe ee ee 
THE AMERICAN TASTE 


OiL OF LEMON U.S. P. 
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of Lemon 
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EXCHANGE BRAND 
Continues to Lead the Field 2 to 1— and to 
Attract New Users 


H™ quality and right 
price have made Ex- 
change Brand Oil of Lemon, 


U.S. P., the unquestioned 
leader in the United States. 


It is made in the world’s 


largest plant devoted exclu- 


sively to lemon products. 


Nowhere else are there the 
facilities to keep production 
quality so uniform. Nowhere 
else has the American taste 


been so successfully met. 


Be sure to specify it by 
name: Exchange Brand Oil 


of Lemon, U.S.P. (Clarified). 


Sold to the American market exclusively by 


DODGE & OLCOTT COMPANY 
180 VARICK STREET, NEW YORK, N.Y. 


@ FRITZSCHE BROTHERS, INC. 


76 NINTH AVENUE, NEW YORK, N. Y. 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 
Producing Plant: EXCHANGE LEMON PRODUCTS COMPANY, Corona, California 


Copr., 1938, California Fruit Growers Exchange, Products Dept. 





Improve 


THE APPEARANCE OF YOUR PACK- 
AGE with an attractive serviceable 
stock or specially designed 


CAP 


For perfumes, talcum and tooth 
powder, bath salts, lotions, etc. 
Furnished in a variety of de- 
signs in fancy metal—plain brass— 
aluminum — brass_nickel plated 
—nickel silver — stainless _ steel 
‘ Enameled caps, all colors. 
Our “Negative Finish” resists 
acids, alkalies and alcohol. 


291 22 M/M 264 20 M/M Samples and prices on request. 


aa BRASS 


MANUFACTURING CO. 
345 ELDERT STREET 
BROOKLYN, N. Y. 
Phone: Foxcroft 9-3900 


413 20 M/M Round | TWO PIECE BALL CAPS 


471 10 M/M Round 5258M/M 408 13 M/M Round 
MISCELLANEOUS 
429 10 M/M 


507 18 M/M 


PULL-UP TOOTH POWDER TOPS 
= 428 33 M/M 
2130 
Vial Cap 


rand Clip | ‘Mu 


ah 


355 Salt Cap 469 Pepper Cap 


CUSTOM DESIGNS IN STAMPED AND DRAWN METAL SPECIALTIES 


B-G Caps for Perfumes, Taleum, Tooth Powder, Bath Salts, Lotions, Salt & Pepper Shakers, etc. . . . Sifter Top Caps, Slip Caps (Round 


Square, Oval, Slotted). 
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FOR SAFE SAING 


USE FELTON’S TO 
PERFUME LIPSTICKS & ROUGES 
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tincoated 


tubes are being used in 
greater numbers than ever 
before... for many differ- 
ent products...and... due 
to their lower cost... many 
tube users are saving real 
money ... we are always 
glad to submit TINCOATED 
sample tubes . . . and prices 
» +. On your particular 
requirements ... 


... write us 


Leo 
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THE 


OUTSTANDING 


DEVELOPMENT 


OF THE 


YEAR 


ompagutie 
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ONKAIRE 


An aromatic ingredient which eliminates alcoholic 
sharpness and mellows perfume compositions. 
For the elimination of alcoholic sharpness, TONKAIRE stands 


supreme. It has that necessary leverage effect and it adds 
the note of buoyancy and mellowness so eagerly sought after. 


For removing alcoholic sharpness—one-quarter to one-half ounce 
per gallon of alcohol. 


For mellowing of perfume compositions — Addition of 5% 


TONKAIRE to your perfume compound. 


Your perfume oil for powders should contain 20 to 30% 


TONKAIRE., 


Try it and be convinced! Trial ounce $1.00 Trial pound $8.00 


acento, a MC. i 


Executive Offices and Laboratories: CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT SEATTLE LOS ANGELES SAN FRANCISCO 
PORTLAND, ORE. COLOMBES, FRANCE LONDON, ENGLAND 


COMPAGNIE PARENTO LTD., 73 Adelaide Street, W., Toronto, Ontario, Canada 
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COMPACTS... 
LIPSTICKS ... 


(All indelible shades— 


consistencies a la mode) 


EYE SHADOWS ... EYEBROW PENCILS 
WATERPROOF MASCARAS 


P>tP Tir a ee 


permanently antiseptic 


Do not confuse these powder puffs with so-called sterilized puffs. Sterilization is only a temporary 


condition, ineffective with the first use of the puff. 


ASEPTIPUFS are permanently antiseptic because our velours and wools are treated with anti- 
septics when manufactured. The puffs remains antiseptic throughout its life, or until washed. 
The inhibitory action is constant—always on the job battling Bacteria, protecting the reputatior 
of your cosmetics. WRITE TODAY for literature and samples. 


All our products are guaranteed for chemical purity. 


For your further protection, Products Liability Insurance is carried. 


OXZYN COMPANY 


MANUFACTURING ORIGINATORS OF NATURAL ROUGES 


° NEW JERSEY OFFICE: 257 CORNELISON AVE., JERSEY CITY 
ee Lo = = CANADIAN OFFICE: 2109 OTTAWA ST., WALKERVILLE, ONT. 


Telephone calls originating in New York will be accommodated 
SINCE 1877 through REctor 2-8360. In Jersey City Phone Delaware 3-2560. 
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e recently introduced “Bouquet Moderne 
38,” first of a notable new series of high quality 
aromatics at a moderate price. Thanks for the 
wonderful reception you gave it! 

This month we present four illustrious new 
floral odors in “Series 38.” All are meticulously 
compounded of the finest natural oils, the pur- 
est synthetics and fixatives . . . and with the rare 


“know-how” which comes only with years of 
fine perfume making. 


Lilas de Monaco 38 will remind you of full- 
jooming lilacs on a warm spring evening. 
bl g lil pring g 
Jasmin du Cannet 38 is heady as freshly 
gathered jasmine flowers in southern France. 
Muguet de Paris 38. The true odor of dew- 
drenched lilies-of-the-valley at dawn. 
Violette du Surrey 38. With the fresh fra- 
granee, of the English countryside. 

These “Series 38” products are ideal for 
single-flower perfumes, or as bases for distine- 
tive bouquets. Only $9.75 a pound...67c a trial 


ounce. EF. I. du Pont de Nemours & Co., Inc., 
Fine Chemicals Division, Wilmington, Del. 


May, 1938 





beauty 


AND SIMPLICITY 


These distinguished containers of clear, brilliant glass combine 
the best features of round and square bottles. 
The flat front and back panels afford an excellent surface for 
distinctive label treatment which, aided by individual closure 
selection, gives full opportunity for creative, original package 
design. 
Generous neck openings and practical design make these 
bottles well suited for automatic handling. 
Style No, 368 is made in the following sizes: 
Tall series: 1 0z., 2 0z., 3 0z., 4 02z., 6 0z., 8 0z., 16 oz. 
Squat series: 4 oz., and 1 oz. 
Brilliantine style: 2 oz. (especially for toiletries for travel 
cases, beach kits, etc.) 
An attractive, beautiful bottle. Drop us a line for a sample. 
Design patent D 107225. 


CARR-LOWREY GLASS CO. 


Factory and Main Office: Baltimore, Md. 


NEW YORK OFFICE: 500 FIFTH AVE. 
Phone: CHickering 4-0592 


CHICAGO OFFICE: 
1502 MERCHANDISE MART 
Phone: WHitehall 4326 
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oe and facial creams, 
toothpaste, depilatories, de- 


odorants, sun tan and sunburn 
preparations, unguents, foot oint- 
ments, multiple other products... 
find a much wider market when 
packed in the right tubes. Shall 
we send samples and prices of 
our tubes? 


N.B.—And if in the market for 
METAL CAN SPOUTS for various 
household products, we are 
headquarters ! 


WHITE METAL MANUFACTURING CO. 


ade lle HOBOKEN, NEW JERSEY veipabiteeas: 


F. L. Butz R. M. Stevenson 
U 
93 Seventh Ave Chicago Office, Charles A. Rindell, Inc., 64 West Randolph St 506 Donovan Bldg 


May, 1938 





In addition to swivel and automatic 
lipstick containers, Bridgeport pro- 
duces a wide variety of slide-type 


cases for the popular priced field. 


The 


BIDGtPORT | 


METAL GOODS MFG. CO. 
ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT * Tel. Bridgeport 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 


> We . 
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“THESE ARE MY JEWELS” 


With the feeling that there can 
be no better evidence of the ser- 
vice we aim to render to our pa- 
trons, we enumerate below the 
outstanding firms we represent. 


The Atlantic Refining Co. Theodore Leonhard Wax Co 
; me Boa ESTABLISHED 1852 
oy oe oc ' _ PA The Harkness & Cowir gCo HALEDON e PATERSON N. J. 
ou 7 roac - 
CINCINNATI, Onto, U. S.A BLEACHERS & REFINERS OF 


BEES-WAX 


Manufacturers of Stearic Acid White Bleached Bees-Wax 
for pharmaceutical use. T. L. Brand 


Technical for cosmetic uses. Extra Quality—U. S. P. 
All gravities, all viscosities. and 100% pure. 


PETROLEUM PRODUCTS 
White Mineral Oils 


Saponification Process 


H. J. Baker & Bro. Sierra Tale Co. 


N E W + @ KR RR LOS ANGELES, CALIF 


STURGE'S English precipitated Sierra Talcs approximate the 
chalk U. S. P. ideal—chemically and physically 
—and excel in uniformity of 

Extra Light milling and color. 


Thurston & Braidich Lockwood Brackett Co Colgate-Palmolive-Peet Co 


: JERSEY CITY, N J 
NE W Y OR K R Oo 5 T Oo N 


Specialties: MANUFACTURERS AND Executive Offices—!05 Hudson 


IMPORTERS Sune 
Gum Arabic — Gum Karaya E GLYCERINE 
Gum Tragacanth Castile Soap “Laco” 


Chemically Pure U. S. P. 
Vanilla Beans — Tonka Beans Powdered — Granular — Bars eens 


Come to Headquarters for the finest RAW MATERIALS FROM ALL OVER THE WORLD. 
As direct importers our service offers exceptional advantages to buyers in Quality, Service, 
Spot Stocks . . . Natural Floral Products, Oil Lavender Fleurs, Oil Ylang, Oil Citronella, 
Java, Zinc Oxide, Gum Benzoin Siam, Gum Tragacanth Persian, Gum Karaya, Bleached 
Orokerite, Sunbleached Beeswax, Rice Starch, Kaolin, Precipitated Chalk. 





=~, 
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fe he @ alic and aban Leandbox 


This trim powder box is shiny blue with silver accents (silver-edged lid, 
silver-edged base). It has all the allure of a spic and span patent leather band 
box. It instantly invites milady to take it travelling—to buy it, to carry it 
home for a favorite place on her dressing table. Like all Rowell boxes it is 


sturdily, expertly made. 


@ 
E. N. ROWELL C sy INC. BATAVIA « NEW YORK 


New York Office SEWELL H. CORKRAN, 30 East Reston Office: H. P. TUCKER, 52 Chauncey Street 
* 42nd St Phone: MUrray Hill 2-3447 + Phone: Hancock 0398 


Chicago Office: HAROLD G. MacKAY, 444 W. Grand Ave St. Louis Office: The DICK DUNN Co., Merchandise Mart 
+ Phone: SUPerior 1676 Bldg., 12th Blvd. & Spruce St. Phone: Central 3544 


Hollywood, Cal., Office: C. H. E. DUNN, Guaranty Bldg Detroit Office: H. E. BROWN, 2842 W. Grand Blvd. 
2 6331 Hollywood Blvd Phone: Hollywood 0111 + 319 Curtis Bldg. Phone: Trinity 2-0191 
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The refreshing scent of Pine Forests has For exquisite Pine odors for Soaps and Cos- 
always held an appeal to the public. metics, AGFA ISO BORNYL ACETATE is 


an ideal base. 
A Pine soap or bath preparation so per- 


fumed recalls vacation days. Gives a ‘Special odors will be furnished by 


; : » | = 7 a 
sensation of cleanliness and health. SS a our laboratories on request. 


AGFA AROMATICS DIVISION 


GENERAL DRUG COMPANY 


170 Varick Street New York, N. Y 1220 West Madison St. Chicago, Ill. 
Transportation Bldg. Los Angeles, Cal. 907 Elliott St. West, Windsor, Ontario 


May, 1938 
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. via Scovill 


Active, market-wise, vol- 
ume-minded FILENE’S in 
Boston carry several dozen 
famous makes of lipstick. 
Of these, 60°, are Scovill 


customers. 


She ‘ May nly of Brands in I, cading Sowes : Srouill made Conilainitil 


Four of the reasons why manufacturers — large and small visual sales appeal to the reputation of the brand. 

of cosmetics, perfumes and drugs come to Scovill for con- (Photograph shows a few recent designs.) 

tainers and closures: 3. Scovill also offers creative design from the mechanical 
standpoint. Among its accomplishments: a more effi- 
cient, cost-saving dispenser, and the roll-top lipstick con- 
tainer in the center of the photograph. 

. Scovill’s Container Division specializes — three separate 
departments for closures, vanities, lipsticks. 

In most big stores — from Fifth Avenue to the mill towns, 

2. Scovill designers alert to fashion influences co- we believe you will find more containers by Scovill than any 
operate in styling containers so as to add all possible other. , : 


1. Scovill’s quality of manufacture is known to be de- 
pendable — each item in an order can be expected to be 
uniform, identical with the specifications. Scovill has been \ 
a leader in serving the cosmetic industry for over 30 
years. 


SCOVILL MANUFACTURING COMPANY 


go rug and Cosnolic be nlainer GY CUOSON 
79 MILL STREET * WATERBURY, CONN. 


Boston, Providence, New York, Philadelphia, Lynchburg, Va., Syracuse, Pittsburgh, Detroit, Chicago 
Cincinnati, San Francisco, Los Angeles. IN CANADA: 334 King Street, East, Toronto, Ontario 
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THE DATE—MAY 24, 25, 26 


When was there ever a time when 
the Cosmetic, Perfume, and Toilet 
Preparations Industry faced so many 
real problems of manufacturing and 
marketing? 

We find the Fair Trade legislation 
in process of being assimilated by 
our manufacturers. 

We find the F.T.C. now girding to 
administer the Wheeler Lea Act with 
its possible effect upon our sales ap- 

als. 

We find the tax situation still seeth- 
ing with possibilities. 

We find a depression enveloping 
us. 

These are a few of the major prob- 
lems. Each has its burden of opera- 
tions under new conditions. But the 
industry will surmount them all. 
There is no lack of ability or cour- 
age. 

Yet with a realization that these 
facts and problems are common to 
all, there is manifestly a need for 
common counsel, united effort and 
organized action. 

The T.G.A. meets May 24, 25 and 
26. Plan to attend and lend your sup- 
port to the Board who are wrestling 
with your problems for the common 
good of all. 


A CONSUMER TREND 


The public consciousness of qual- 
ity in cosmetics is undeniably becom- 
ing more acute. True, the desire of 
all women to enhance their beauty is 
sometimes so impelling that they will 
“try anything once.” But the exercise 
of care in the selection of cosmetic 
products is marked. 

Whether it be evidence of a grow- 
ing intelligence or of an element of 
caution we do not know. 

That there is less confidence in the 
glowing claims of the superlative sort 
is conceded. 

One very intelligent buyer in a 
Western department store put it this 
way, “Women are not so apt to ask 
us for suggestions. They seem to 
know what they want. They don’t ex- 
pect the impossible any more, but buy 
as though they have been carefully 
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studying results of products they have 
used. We like it. We make the sale 
quicker. Of course, it reduces our 
chances of selling them as a sales- 
girl (a demonstrator) loves to do— 
recommend a pet product or a flock 
of them—but that’s that!” 


LOOKING UP! 


From a dozen calls upon depart- 
ment stores through the Middle West, 
one gets the impression that better 
products have taken a beating since 
Christmas. 

Yet in the past two or three weeks, 
it was reported that the buying of me- 
dium to luxury products is again 
moving. 

Easter had some influence—and it 
has continued. In creams, the larger 
jar and higher-priced products picked 
up. Perfume sales are increasing. It 
would seem that warm weather will 
give an impetus to sales generally— 
as it should. 

And everywhere stocks are low. 


INVESTMENT vs. LOANS 

Pump-priming is with us again— 
more public spending, coupled with 
offers of Government loans to various 
interests. All in the hope that with 
this “push” business will get moving 
upward, 

It is repeating previous efforts. Past 
experience should enable the Admin- 
istration to conduct this further spend- 
ing program in a more intelligent, 
helpful fashion. 

Some fundamental factors are be- 
ing improved—such as revision of 
taxes. A better labor psychology is 
evident. Congress is asserting itself 
in several directions. 

Governmental agencies are plan- 
ning seriously to place and put out 
government loans in such ways as 
will stimulate private loans to indus- 
try. If this takes the form of private 
financing upon a broader scale in 
those important areas of industry 
which are in need of new equipment, 
normal expansion, and neglected re- 
juvenation of service and manufactur- 
ing facilities, it will be significant. 

Credit there is in abundance—if 
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you are a good risk. Short time cred- 
its are not so necessary with many 
businesses, however, as long time se- 
curity loans of a capital nature, 
which seem very difficult to place. In 
short, we need public financing as 
American has known it for genera- 
tions. 

Such money or capital is timid, un- 
til security is assured. 

It is normal business activity that 
is needed and which seems hesitant. 
Changes in national policies have 
been so rapid that the business body 
generally does not quite know the 
rules—nor what new conditions may 
confront them next week or next 
month. 

Nevertheless, consumer stocks are 
at low point and buying activity the 
past few weeks is again evident. Small 
and frequent orders appeared and 
were repeated. In fact, consumer 
goods reports indicate a genuine pick- 
up which will of necessity accelerate. 
In this particular industry, the up- 
ward trend has definitely started and 
should be strong as the new season 
opens. 


FACTUAL EDITING 


We venture to suggest a careful 
reading of Mrs. Larisson’s article on 
Christmas Packaging on page 44, this 
issue. 

We questionnaired a selected list of 
department stores and received a re- 
markably representative return. Prac- 
tically every state is represented and 
all principal trade centers. We wish 
to gratefully tender to these buyers 
our sincere thanks for their time and 
thought in answering so completely 
our two-page questionnaire. 

The point is, the facts disclosed and 
and the tendencies indicated in the 
current instalment and in the con- 
cluding instalment to appear in June, 
are obtained from “point of sale” 
contacts. 

This questionnaire covered pertin- 
ent trends in packaging and also data 
on price lines. 

Consequently these findings as in- 
terpreted to our readers are facts from 
the retailer’s experience—and there- 
fore reliable guides for manufacturers 
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. . IBRANT as sunshine and pulsating as the infusion of 
Chuit, Naef & Cie 
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flowering blossoms with the Spring breeze—such is the 
effect of EXALTOLIDE on your perfume. EXALTOLIDE is 
the most highly developed, purest and strongest fixative 


body of a Musk-Ambergris character yet produced. 


Perfume extracts, powders of any type, and creams 
daily are being improved and rounded by its aid, without 
change of odor character. A test will startle you! The value 


of Exaltolide is priceless—its use economical ! 


Your Descriptive Booklet Awaits 
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Definite Plan to Eliminate Cosmetic Taxes 
to Be Outlined—Symposium on Wheeler- 
Lea Act and Plans for World’s Fair— 
No Business Sessions on Second Day 


Si BJECTS of dollars and cents interest to all manu- 
facturers of toilet articles will be discussed by experts at 
the third annual Convention of the Toilet Goods Asso- 
ciation to be held at the Hotel Biltmore, New York City, 
May 24, 25 and 26. Unlike previous conventions there 
will be no business sessions on Wednesday, May 25; and 
the day will be devoted to recreation for both men and 
women. From present indications the coming meeting 
promises to surpass any in the 44 years that the industry 
has had an association, in interest and in attendance. 

At 10 a. m. Tuesday morning, May 24, President Her- 
man Brooks will call the meeting to order. Then will 
come the roll call and the reports of the Membership 
Committee, after which Charles E. Kelly will outline the 
entertainment program. The only other business sched- 
uled for the morning session will be the appointment of 
the Nominating Committee. Luncheon will then be served. 


WHAT THE PRESIDENT WILL REPORT 


What has been accomplished by the association in the 
past year and other matters of pertinent interest to the 
members and the industry in the fields of legislation, ad- 
vertising and trade practice will be treated in the address 
of President Herman L. Brooks. On account of the im- 
portance of the various matters discussed the address will 
take about an hour. Opportunity will be provided for 


discussion. 


THREE SPEAKERS ON WORLDS’ FAIR 





The New York Worlds’ Fair of 1939 will then become 
the theme of the meeting. Grover Whalen, president of 
the Fair, will take as the subject of his address “The 
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J. H. MILLER 


Vice President 


CECIL SMITH 


Vice President 


Worlds’ Fair, an international opportunity for the Per- 
fumery and Cosmetic Industry.” Donald Deskey will 
speak on the design of the ideal perfumery and cosmetic 
exhibit of the future and the role of the designer in the 
proper display of cosmetics. H. Gregory Thomas who is 
director of exhibits for Perfumery & Cosmetics Exhibits 
Inc., will explain the general features of the industry’s 
participation in the Fair and will answer any questions 
that may be raised during the session. 


SUPPER DANCE AT CASA MANANA 


First a 
theater party has been arranged at the Biltmore Theatre, 
West 47th St. where the comedy “What a Life” will be 


Relaxation will be provided in the evening. 


enjoyed. Transportation to the theater will be provided. 
After the theater a supper dance will be held at the Casa 
Manana where an unusual floor show is offered. 


Contrary to all precedent there will be no business 
sessions on the second day, Wednesday. Instead, a bridge 


C. M. Baker Northam Warren 


H. Clyde Balsley 


D. J. Mulster C. A. Pennock 


D. H. McConnell, Jr. 


H. P. WILLATS 


Vice President 


PAUL VALLEE 


Treasurer 


tournament for women has been arranged at the hotel 
while golf is offered as the attraction for the men at the 
Canoe Brook Country Club, Summit, N. J. The evening 
will be left free for visits to places of interest. 

The final day of the convention promises to be unusual. 
ly interesting both in the way of business and entertain- 
ment. After an executive session, the general meeting 
will be called at 11 a. m. 


TAXES AND FAIR TRADE LEGISLATION 


Hugo Mock, counsel for the association, will discuss 
excise taxes, important decisions of the past year, fair 
trade legislation and other legislative matters. Delegates 
from the cosmetic associations in California, Chicago, De- 
troit and the south will be present to give their views as 
to the operation of some of the newer laws and their 
opinions on various phases of pending and proposed leg- 
islation. A program to get relief from the cosmetic ex- 
cise taxes will be proposed and discussed, and in all 


George A. Wrisley J. H. Helfrich A. E. Johnston 


A. H. Bergmann Paul H. Douglas Earle Means 
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CHARLES S. WELCH 


Executive Secretary 


J. I. POSES 


Secretary 


probability a definite plan for action will be adopted. 

After luncheon H. Gregory Thomas will report on the 
work of the Board of Standards in relation to cosmetic 
colors and advertising and he will also explain the en- 
larged activities of the board under the Wheeler-Lea Act 
and how it aims to render greater service to the industry. 


WHEELER-LEA LAW SYMPOSIUM 


A symposium on the Wheeler-Lea law in which repre- 
sentatives of department stores, drug stores and advertis- 
ing agencies will take part is also featured for the after- 
noon session. 

It is planned to have other speakers also but as yet 
they have not been selected by the program committee 
consisting of H. Gregory Thomas, chairman; Charles 
Welch, Paul Vallee, Earl Means and Paul Douglas. 

The convention will come to a colorful close with the 
annual banquet in the Hotel Biltmore, Thursday evening. 
As usual « reception will precede the dinner and at its 


A. C. Burgund 


H. GREGORY THOMAS 
Board of Standards 


HUGO MOCk 
Counsel 


conclusion attractive souvenirs will be distributed to both 
men and women. 
COST OF TICKETS AND HOTEL ROOMS 

A complete booklet of tickets including three luncheon 
tickets, theater ticket, supper dance, golf entry or ladies’ 
bridge and a banquet ticket is sold for $25. Theater and 
supper dance tickets including transportation are $10; 
the ticket only for the banquet is $15; and extra luncheon 
tickets are $2.50. No extra theater tickets will be sold. 
For those playing golf who do not purchase complete 
coupon books, there will be a charge of $5 to cover 
green fees and prizes. 

Hotel reservations will be handled by the entertainment 
committee. The rates are: single rooms, $4.00; double, 
$7; parlor and double, $12; and parlor and two double 
bedrooms, $18. Checks for ticket and hotel reservations 
should be made payable to Walter P. Murray, treasurer, 


100 East 42 St.. New York, N. Y. 


C. E. Kelly 


Chairman 


These men are ready 
to help you make 
hotel reservations, 
select golf or bridge 
partners, secure lun- 
cheon, theater and 
banquet tickets and 
give you any assist- 
ance you may need. 


M. Lemmermeyer W. P. Murray L. R. Root Karl Voss 


NINE GOOD REASONS FOR EXPECTING EXCELLENT ENTERTAINMENT—THE CONVENTION COMMITTEE 
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OUTSTANDING PERFUME BASES- 


Can America Produce Them? 


A perfumer - chemist of wide experience considers the 


question and ventures an opinion as to why America has 


not developed outstanding perfume bases ... Conditions 


necessary for developing this art in the U. S. are outlined. 


by A. T. FRASCATI® 


In the February issue of The American Perfumer is 
posed a question that is timely and important enough 
to deserve discussion.** 

Mr. de Navarre inquires “Why cannot American sup- 
ply houses compound similar outstanding perfumes as 
those made by France, Switzerland and Germany?” and 
implies, of course, that it would be a desirable event. So 
it would be—lIf. 

Now—what are these perfume bases so “useful to build 
beautiful perfumes,” why are they used at all and why 
are they not made in this country? No one says they 
cannot be made by American suppliers but the fact re- 
mains that they are not. To understand the underlying 
reasons for this situation we must know something about 
perfume bases, how they were developed and why per- 
fumers realize they must employ them. 


EUROPEAN SPECIALTIES WIDELY USED 


A more generally used expression in the perfumery 
industry for a perfume base is a “specialty.” As the 
name implies, they are special perfume compositions de- 
veloped and offered to the trade for particular purposes 
by the various aromatic and essential oil houses. They 
are seldom, if ever, used as finished odors but find ap- 
plication rather as basic notes of a great many perfumes 
on the market, hence the term “perfume bases.” Prac- 
tically every Continental European supply house has 
them, whether a dozen or several hundred. Some houses 
enjoy a world-wide reputation for the excellence of their 
specialties and find a market for them among the per- 
fumers of the world. But no one house has a monopoly 
on these products. The better known ones have one or 
more specialties recognized by all expert perfumers as 
superior for the type and universally used when that 
particular note is desired. 


SPECIALTY MORE THAN A PLEASANT ODOR 


So much for the existence of specialties. A fuller de- 
scription of specialties is required to understand why 
we have them and why similar American products have 


* Perfumer-Chemist, Firmenich & Co. 
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not yet been made. We can best answer this question by 
first expounding what constitutes a specialty. : 

A specialty is not merely a mixture with a pleasant 
odor, as some may superficially think it is. It has well- 
defined characteristics. Specialties have at least three 
properties in common to all that distinguishes them from 
all other perfume materials. These characteristics are 
(a) Note (b) Adaptability and (c) Novelty or Origin- 
ality. 

The note is a definite effect or idea worked out by 
means of perfume odors and is just as definite in a spe- 
cialty as the theme of a story, of a painting or of a 
musical composition. This effect may be obtained by the 
use of old or new perfumery materials, but the idea is 
always new if the specialty is to be valued and enjoy a 
large clientele. Some, of course, are only copies or other 
“versions” of the same odor marketed under different 
brand names. 

A specialty must have adaptability or flexibility so 
that it can serve in many perfume compositions and not 
only in one particular odor. To carry out the musical 
analogy still further, the specialty must possess the util- 
ity of a chord in music that can be employed in diverse 
compositions. By employing specialties instead of single 
perfume oils, the perfumer achieves a more complex, a 
more sophisticated, a richer and more harmonious effect 
in his perfume with much less labor and greater assur- 
ance of a resulting “finished” effect. 


MAY BE FLORAL NOTES, BOUQUETS OR AROMATICS 
No specialty is worthy of the name unless it represents 
some originality, some new or novel note or effect that 
cannot be easily obtained with ordinary materials. It may 
be no more than a flower note such as Lilac, Jasmin, 
Rose, Carnation or Muguet, but it must have a distinctly 
individual quality to be useful to the perfumer. 


THE MOST VALUABLE SPECIALTIES 

More valuable to the perfumer than flower specialties 
are those with complex notes or bouquets. These have 
no prototypes in Nature but are truly inventions of man. 


** “Desiderata” by Maison G. De Navarre—American Perfumer, 
Feb., 1938, p. 49. 
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Modern perfumery has been made possible by this type 
of a base. They furnish the theme of the new perfumes 
besides the depth, roundness and clarity that distinguish 
modern scents from the older. 

Such are the amber notes used in perfumery under 
names of Opoponax, Ambreine or Ambararome, wood 
notes such as Cedarome, Sophora or Arolia, oakmoss 
creations known under the various appellations of Chypre, 
Moussalia, Mousse Ambrée, Mousse de Saxe or fantasy 
odors. as an Aldehydine, a Polyantha, an Adoxal. Some- 
times, the specialty may be no more than a single chem- 
ical in an improved form. Such are Cyclamal, Prunolide 
and Iralia to mention only a trio. The specialty has a 
reason for its existence which is usually its novelty of 
odor. But its superiority may also depend on a better 
blending of a familiar note or on a process that produces 
a better type of a well-known aromatic chemical. 


SPECIALTIES FURNISH “SOMETHING NEW” 


Why are specialties such an essential part of good per- 


fumery, or, to put it in another way, why do perfumers 
find it necessary to employ them? We have alluded to 
some of the reasons in describing the general character- 
istics of specialties. Undoubtedly, the most important 
reason of all is their uniqueness or originality. When new 
discoveries are made in the aromatic field, as they are 
from time to time, the new materials are marketed in the 
form of specialties and answer the ever-present demand 
for “something new” something that will enable us to 
create a new perfume to stimulate public interest. But 
there are other reasons also. Their economy is one. Many 
limes one cannot aflord to introduce natural Jasmin. 
Rose, Violet or Ambergris into a formula. A synthetic 
specialty may do it as well: sometimes better. Then there 
is their efficiency. When one desires a Jasmin or Orange 
Blossom note and the natural cannot be employed for one 
reason or another, it is much easier to use a Jasmin or 
an Orange specialty than to put into the formula all the 
necessary elements of the desired odor in the correct pro- 
portion. Again, it may transpire that an aldehyde note 


is needed or that of some very powerful or very unusual 
chemical. If it were not first blended in the form of spe- 
cialty, there would be a risk of ruining the whole com- 
position. Besides which, many of these unusual notes can- 
not be found elsewhere. There are times also when the 
perfumer aims to construct a particular perfume whose 
special note he recognizes in a specialty. Only by its 
use can he attain the desired effect as the odds are against 
his being able to find the particular chemical on the mar- 
ket or even using it efficiently if he discovered it. The 
fact is that every specialty’ which perfumers find indis- 
pensable in their compositions is based on some new and 
undisclosed ingredient or on a method of blending not 
known to him. It is not denied that serviceable perfumes 
can be made from straight raw materials. But the work 
involved is much like that required to make a homespun 
suit. And the results are much the same. Most perfumers 
of today have advanced beyond the homespun age. 

Enough has been said so far to describe the nature of 
a specialty, to present its importance to the art of per- 
fumery and cite rational grounds for its continued use 
by the best perfumers. Let us return to the question that 
started this discussion. 


SPECIALTIES WERE NOT DEVELOPED BY MAGI¢ 


Can specialties be made by American supply houses? 
Yes—if the American firms are disposed to expend the 
necessary time, money and effort. 

Let us not forget that these European specialties now 
enjoying such wide-spread sale in our country have re- 
quired decades, in some instances generations, to develop 
them to this point. It has meant many years of chemical 
research, large expenditures of money for training and 
maintaining technical staffs and a great deal of other 
effort for objectives that were not always tangible and 
translatable into immediate profit. We personally know 
of certain specialties now offered to the trade that are 
the result of ten years of scientific research costing more 
than a hundred thousand dollars. Are we willing to train 
such men, to equip and maintain such laboratories. to 
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put forth the necessary money and energy, to work so 


patiently perhaps for years, before it yields us a useful 


product? That is the question. There is no other magi: 
but work, faith and knowledge. 


U. S. POSSESSES ALL MATERIAL REQUISITES 

Physically, in a material sense, we mean, everything is 
present in America to duplicate this achievement of Euro- 
pean houses. No one will gainsay that there is capital 
enough available to start a thousand such laboratories if 
the proper inducement existed. Nor is there a lack of 
scientific apparatus, equipment and well-fitted research 
laboratories in a land that can well boast of some of the 
largest and most modern laboratories in the world. It is 
not men trained in chemistry that we need. We have 
many thousands of technical men who could supply any 
number that might be required for such an industry. 
Only a very few of these chemists have a knowledge of 
aromatic chemical manufacture, still fewer are those 
trained as perfumers but that matter can be remedied. 

As for other requirements for developing specialty 
manufacture, one also needs the essential oils that enter 
into their composition. While this country does not pro- 
duce any of the necessary absolutes, distilled oils and 
resin extractions, often very important ingredients of 
specialties, even this is not an insurmountable obstacle. 
Switzerland does not grow flowers for perfumery pur- 
poses and yet is one of the leading countries in the world 
in the production of specialties. The same sources where 
the Swiss houses obtain their natural oils are open to 
others. 


CONFIDENCE IN SPECIALTY HOUSE ESSENTIAL 

On the abstract side, we must mention that faith in the 
integrity and stability of the manufacturer of specialties 
is not one of the least factors that induces perfumers to 
use the specialties with confidence. This confidence. is 
something that must be earned by American and Euro- 
pean supply houses alike. Only years of faithful service, 
of unchanging standards, of constant quality and fair 
dealing can ever inspire it and any American manufac- 
turer of specialties would need to go through such a 
period of probation before its products would be accept- 
able without question. A first class reputation only can 
yield sufficient guarantee to the perfumer and assure him 
that the specialty he is interested in using will always be 
supplied in the same quality. His own reputation, let 
alone that of the manufacturer employing him, depends 
on this, especially if the extract, lotion, powder or other 
cosmetic preparation based on the specialty is a success- 
ful one. It would take many years of hard work, care- 
ful manufacturing and fair trading for an American 
manufacturer of specialties to reach the point where he 
may logically inspire sufficient confidence and enjoy un- 
disputed standing for the perfumer to adopt what he of- 
fers. Given time, foresight and patience, there is no doubt 
that American suppliers can build such reputations. 

What, then, can be the reason that American firms have 
not entered this field? Is it Youth, Inaptitude, lack of 
Opportunity ? 


ARTISTIC TEMPERAMENT AND HARD WORK NEEDED 


The creation of perfumes, which is the same as the 
creation of specialties, is an art. We are still too young 
in our development to understand and appreciate this 
art. It requires artistic feeling and an intuitive sense of 
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balance and proportion. Only a few American workers 
in the perfumery field possess this artistic talent and love 
for the artistic side of perfumery. What’s more, since 
there are no fundamental laws as in the case of musi 
and painting, intuition alone is not sufficient. Perfumery 
demands in addition a great amount of work, of record- 
keeping of experiments and of memorizing of effects. It 
is only after thousands of trials that the perfumer is in 
position to penetrate the secrets of odor association. The 
accumulated work of several generations of perfumers 
has contributed to the knowledge of perfumery possessed 
by certain European firms. It is this sort of tradition 
that has placed these firms in the front rank as creators 
of specialties. 
AMERICA LACKING IN FACILITIES 

What steps are we taking for developing perfumers, 
for establishing tradition, for building reputations of this 
kind? No concerted effort is being made along this line. 
The young man with a yearning to become a perfumer 
obtains scant encouragement and little opportunity to 
develop his talent. In fact, under present day conditions 
it is well-nigh impossible for him to carry out such a 
desire. There are no schools to teach him, no public nor 
private interests who will subsidize his training and com- 
mercial perfumery laboratories will seldom welcome him 
as an apprentice. Most of us who became perfumers 
achieved it by sheer force of will or plainly fortuitous 
circumstances. Any others must have been born _ per- 
fumers since there has existed no organized social or in- 
dustrial plan to develop them. Whether through lack of 
foresight on the part of the American perfumery industry 
or lack of aptitude in Americans themselves, the fact re- 
mains that a cosmetic and perfumery industry manufac- 
turing products now valued at $300,000,000 annually is 
making no systematic effort to assure itself of properly 
trained men to carry forward its work. 


rIME NECESSARY TO BUILD REPUTATION 


We cannot start too soon if we are to produce our own 
specialties. Every firm in Europe noted as a manufac- 
turer of specialties has been established for at least sev- 
eral decades, the majority of them before 1900. To our 
knowledge, no newly established firm has ever been suc- 
cessful in creating specialties of any wide reputation. 
This not only involves the question of artistic feeling 
and experience but moreover the question of winning the 
confidence of the perfumer which achievement can only 
be acquired with time. 


ONE AMERICAN ACHIEVEMENT POINTS THE WAY 


The time may come when we may develop this feel- 
ing for perfumery as an art and when steps will be taken 
to train perfumers. Then we may manufacture our own 
specialties. For the present, there is very little evidence 
that we are prepared to do so. Only one real specialty 
made in America is known to us. This has been so well 
done that it has been recognized by European perfumers. 
Perhaps there are more in the making but they are cer- 
tainly not generally known. Perfumers are still 99.41% 
dependent on European specialties. Let us then, give 
credit to these European houses who have shown the en- 
ergy, ability and foresight to develop specialties for us. 
Were it not for them, our leading perfumes might still 
be Florida Water, Sweet Clover and Trailing Arbutus as 
they were not so many years ago. 
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The Newer Deo 


by RICHARD J. MAICKT® 


Five years ago, practically every- 
one used a liquid deodorant of one 
kind or another. Shortly afterward, 
a trend started toward a different 
kind of deodorant. 
manifested in two types of product. 


This change was 


One was the still popular deodorant 
stick, the other a dry compact. The 
latter is not very popular, according 
to toilet goods sales girls. 

And now. the old timer of the de- 
odorant field makes a strong bid for 
popularity. It is the deodorant cream. 

But the deodorant cream of to-day 
is not the greasy type of the past. It 
is a vanishing cream, with anti-oxi- 
dant, antiseptic and/or astringent 
action. It is non-irritating and harm- 
less to fabric as well as dyestuffs. 


BEST INGREDIENTS 


As antiseptics, one 
can resort to materials such as sodi- 
um benzoate, benzoic acid, methyl 
and propyl esters of p hydroxy-ben- 
zoic acid, o-phenyl phenol and so- 
dium derivative, zinc peroxide, me- 
thenamine, formaldehyde and other 
similarly acting substances. 

For the anti-oxidant effect, special- 
ties seem to offer the best results. 
Quite a group of these, as well as 
antiseptics, are given in two bulletins 
published by The American Perfum- 
er, which are available to subscribers 
on request, gratis. 

The astringent substances are few. 
Aluminum salts are probably best. 
Aluminum chloride, sulfate, acetate. 
aceto-tartrate; ammonium and potas- 
sium alum as well as aluminum-beta- 
naphthol-sulfonate are well known. 
Certain zinc salts such as the chlo- 
ride and phenolsulfonate 
the latter 


especially 
offer some possibilities. 


TYPE PRODUCT 


The deodorant cream 
must be of the vanishing type, or 
practically free from grease. This 
is to prevent staining of the clothes 
as far as possible, by the cream base 
itself. 

Ordinary stearic acid vanishing 
cream can be used along with me- 


aces : ‘ ; 
Consulting Chemist. 


thenamine. formaldehyde and other 
neutral, non-ionizing or alkaline an- 
tiseptic materials. A basic formula 
for this type of cream is shown in 
Formula | given on page 36. 
Directions: Melt 1 on a water bath 
and keep at 70° C. Separately dis- 
solve 2, 3, 4 in part of 6, and bring 
to 70° C. 
of 6, and make paste with 7. Add 
alkali mixture to stearic acid, in fine 
stream with agitation. Then add me- 
thenamine-titanium dioxide mixture. 


Dissolve 5 in remainder 


with constant stirring. Continue stir- 
ring until mass gets heavy, then use 
hand mixing. Perfume after product 


orant Creams 


Herbert Stud 


is cool, or next day. Pass through 
ointment mill if needed. 

\ more popular type of deodorant 
cream is made with one of the glycol 
or glyceryl stearates as emulsifier. 
Such a product might be made by 
following Formula 2 on page 36. 

Directions: Make a smooth mix- 
ture of 4, with a solution of 5 in 25 

7. Take the other ingredi- 
ents (1, 2, 3. 6 and 42 parts of 7) 
and place in one kettle, heating until 
mixtures come just to a boil. Re- 
move from fire, and put on mixer. 
Stir rapidly until emulsion forms. At 
about 75 


parts of 


C.. add the suspension of 


9c 
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titanium dioxide in water. to the 
emulsified mixture, and continue to 
mix until temperature is about 50 to 
55° C.. at which time you should 
perfume if you want to pack cream 
warm. If product is not smooth, run 
through colloid mill, ointment mill 
or homogenizer, and pack cold. 

Both of these formulas are of 
the deodorant type, which act by pre- 
venting bacterial decomposition of 


A still different 


deodorant cream possesses astringent 


sweaty excretions. 
properties and acts by preventing 
flow of perspiration. But strong as- 
tringents are to be discouraged, since 
it is less a problem of sweat and 
more one of odor that we are con- 
cerned with. chloride 
continues to be the most relied upon 
astringent material, and Formula 3 
exemplifies its use. 

Dissolve 2 in about 


Aluminum 


Directions: 
20 or 25 parts of 5, and warm to 
about 50° C. Place 1. 3. 
mainder of 5 in one kettle, and bring 
to about 90° C. Remove from fire. 
place on mixer, make emulsion by 


4 and re- 


stirring rapidly at first, and more 
slowly until product temperature 
drops to about 50° C., at which tem- 
perature increase agitation speed and 
add aluminum chloride solution a 
little at a time until all is added. 
Continue stirring, and perfume at 


about 45° C. It may be necessary 


to homogenize or mill this cream if 
i If a white 
cream is wanted, titanium dioxide 


it is grainy or lumpy. 
can be added. From 2 to 5c is suf- 
ficient. 

A deodorant cream should have as 
little action on the color or strength 
of fabric as possible. Continued ac- 
tion of the cream on cloth. in the 
presence of body temperature and 
moisture, may have harmful effect on 
cloth, especially rayons, cotton goods 


FORMULA |. 


. Stearic acid 20 parts 

. Potassium hydroxide 0.8 7 

. Sodium hydroxide 0.2 
Glycerine 5 
Methenamine 5 
Water 67 
Titanium oxid> 2 
Perfume qs. 
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FORMULA 2. 


- Glyceryl mono-stearat2 
. Spermacetti 

. Glycerine 

. Titanium dioxide 

. Methenamine 

. Mineral oil 

Water 

Perfume 


@Onownhwn > 
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and silks. 
cloth are to be desired. 
If you prefer to use a standardized 


Therefore. cream tests on 


and well controlled test. you might 
submit your finished cream to either 
National Association of Dyers & 
Cleaners, or the American Institute 
Both 
offer seals of acceptance or approval, 


of Laundering. associations 
as the case may be. after testing the 
cream on textiles. 


FINAL REMARKS 


No mention has 
been made of the greasy type of de- 
odorant cream. Standard books on 
cosmetics give many formulas for 
this product, and little additional in- 
formation could be offered. 

Nor has oxyquinoline base or any 
While 


it is a good antiseptic, its handling 


of its salts been mentioned. 


by the average manufacturer is a 
For oxyquinoline forms 
green compounds with traces of iron, 
and much of the standard equipment 
manufacture has iron 


problem. 


in cosmetic 
parts somewhere in its makeup. 
Alcohol as a deodorant cream ma- 
terial has not been described, but it 
can be used in place of water, up to 
about 25‘: of the total mixture. If 
you increase the alcohol 
there is a possibility of running into 


content, 


difficulties from loss due to evapora- 
tion. Alcohol hastens drying of the 
cream and is therefore sometimes an 
useful material. 

Some of the label cautions found 
on products in the trade are as 
follows: 

“Rub gently until cream vanishes. 
wipe off excess.” 

“. . . applying with the palm of 
the hand. 

“Rinse well before dressing.” 


Do not use cotton.” 


“Let it dry. then wipe armpits with 
damp cloth.” 

“Dry thoroughly and dress.” 

Tests made by Johnson and Ander- 
son prove that when the user follows 
these directions, there is but slight ef- 
fect on the clothes. Liquids tested by 
these workers had two to three times 
the destructive action on cotton cloth. 
compared to paste or cream deodor- 


ants. 


FORMULA 3. 


. Acid emulsifier 

. Aluminum chloride 
. Spermacetti 

. Glycerine 

. Water 

. Perfume 


Cream deodorants are more popu- 
lar than other types, and have less 
destructive action on textiles. Direec- 
tions should include a caution to re- 
move excess deodorant, and to pre- 
vent cloth from coming in contact 
with wet deodorant, liquid or 
cream. Fabrics most susceptible to 
deterioration are cotton, rayon, lin- 
en, weighted silk, and other cellulosic 
Deodorant creams are of 
two types, strictly deodorant acting 


material. 


to prevent bacterial or oxidative de- 
composition, and astringent, which 
diminsh flow of perspiration and 
hence less excretion is available for 
decomposition. Synthetic glycerides 
are useful in the production of novel 


products. 


SOAP NEEDED IN SPAIN 


No commodity is more needed in 
Spain than soap in view of the danger 
of a typhus epidemic which if started 


Her First Bath in Two Years 


may engulf southern Europe, accord- 
ing to the Spanish Child Welfare As- 
sociation of America, 9 East 46 St., 
New York City. Almost every child 
in Spain is dirty and has scabies. 
Soap furnished by Americans has had 
an immediate effect in improving 
health; and much more is needed. The 
association carries on impartial relief 
work for child victims of both sides 
of the Spanish war. 


COMING CONVENTIONS 
May 16-18—Proprietary Association, 
Biltmore Hotel. New York City. 
May 24-26 Toilet Goods Associa- 
tion. Biltmore Hotel, New York. 
June 6-7 Canadian Perfumers, 
Brock Hotel, Niagara Falls, Ont. 
June 13-16—American Pharmaceuti- 
cal Mfrs. Ass’n, Homestead, Hot 

Springs, Va. 
June 27-29—Flavoring Extract Mfrs. 
Ass’n, Traymore Hotel, Atlantic 


City. N. J. 
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Our NEW Cosmetic Colors 


An adequate range of colors not hazardous to the consumer 
must be had. Why Food Colors are not entirely satisfactory. 


A wide choice of colors whose harmlessness is based on 


long use is availabe for consideration by legislative bodies. 


By R. F. REVSON 


BeEcal SE of impending legislation 
and much misconception a discussion 
of cosmetic colors should be of inter- 
est to all who are engaged in the 
industry. It would seem quite possible 
that hasty laws might work an unwar- 
ranted hardship upon an_ industry 
which has had its share of being har- 
rassed in the past. 


WHY ASSOCIATED WITH POISON? 

Possibly because of the memory of 
the Food & Drug legislation, legisla- 
tive inquiry seems more bent on a 
change of colors than on other things 
which are not, however, to be minim- 
ized. Why in legislative or public minds, color should 
be associated with poison the writer cannot tell. Nor is 
it more reasonable to associate poison with coal tar colors 
than with the medicinals prepared therefrom. Neverthe- 
less, recollections of Paris green, lead chromate and ver- 
million have done their “dirty work” in the minds of the 
public which believes that they are still employed and 
which still thinks to some extent that lead is a usual in- 
gredient in face powders. The public hugs tenaciously to 
the notion that coal tar colors must be harmful and that 
per se vegetable colors are innocuous. 


CERTIFIED COLORS AND CERTIFICATION 


The need of satisfactory color for food stuffs was 
long ago recognized. The Department of Agriculture 
now permits the use of some thirteen water soluble colors 
and two oil soluble colors of so called coal-tar origin. 
Batches of these colors when they have passed the require- 
ments of the Department of Agriculture for strength and 
purity, may be employed in food stuffs and materials for 
internal use. 

It might be instructive to review briefly some of the 
requirements for certification in view of the fact that the 
so-called certified colors may be called upon to set 
standards for other colors. From U. S. Department of 
Agriculture Bulletin No. 1390 entitled “Chemistry and 
Analysis of the Permitted Coal-Tar Food Dyes” we obtain 
the following information: The maximum tolerance of 
Arsenic as As,O, permitted in the color Ponceau 3R is 
00014% based on the ratio to pure coal-tar dye. There 
are small percentages permitted of other metals such as 
Calcium (.3%), Magnesium (.3%), Aluminum (.1%) 
and Iron (.1%) but these are not important in so far as 
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discussion is concerned for as far as 
we know they are harmless and the 
public has little or no interest in them. 
Now this tolerance of Arsenic of 
.00014% is the same for all of the col- 
ors. Bear this in mind for it is impor- 
tant, not for the reason that it is toxic; 
for it cannot be (as will be shown 
later) but because that same amount 
of Arsenic is an uncertified color, and 
is regarded by some as being toxic. It 
does not necessarily follow that the 
certified colors contain as much as 
.00014% of Arsenic, this is the maxi- 
mum they may contain and be certi- 
fied. For convenience we can express 
this as 1.4 parts of Arsenic (as As,O,) per million. 

Now, perhaps it may not come as a surprise to some 
that other men at other times in other countries have 
differed from the Department of Agriculture as to what 
dyes are suitable for human consumption in food stuffs. 
For the time being we forget about metallic impurities 
in the color and confine ourselves strictly to the toxicity 
of the dyes themselves. 

All cosmetic manufacturers are familiar with the dye- 
stuff Eosin. The mother substance, Bromo Acid (Tetra- 
bromofluorescic Acid) is the substance used in lipsticks 
to give them indelibility. Eosin is not on the certified 
or certifiable color list in the U. S. A. However, it is to 
be found on those of France and Switzerland. Rhodamine 
which is a beautiful pink color used occasionally in 
lotions, etc., and in the production of lakes for lip-sticks 
and rouges is certified by New Zealand, New South 
Wales, Victoria and Tasmania, Queensland, South and 
West Australia, while Methyl Violet is certified by all 
of the Australian states as well as France and Switzer- 
land. As a matter of fact there are some 46 dyes certified 
by other countries apart from the 15 certified in this 
country. 

It does not seem probable that we have selected all 
of the harmless ones available and the experience of 
other countries with such color as Methyl Violet (known 
to be an excellent antiseptic and employed in medical 
practice) Eosine and Rhodamine would seem to indicate 
that our line of certifiable colors could well be extended 
to include those which the cosmetic industry has em- 
ployed for years. 

There is so much confusion in literature as to the 
toxicity of dyes that perhaps we might commend the 
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Department of Agriculture for its slowness in adopting 
new colors for the list. Perhaps we should evaluate 
toxicity. A dictionary definition will hardly suffice; 
poisons we know to be substances which in relatively 
small quantity will cause serious injury or death. How- 
ever lethal doses vary enormously; in sufficient quantitfy 
undoubtedly our familiar table salt would cause death, 
while 5 milligrams of Curarine might give equal results. 
It is necessary therefore in discussing these items that 
we take into consideration not only their toxicity per se, 
but their effects when used in the normal amounts em- 
ployed in cosmetics and also which is equally important 
the fact that they are (in cosmetics) always used extern- 
ally and in no instance except possibly that of lipsticks 
or rouges is there any probability of them getting into 
the body. 

Some authorities tell us that all Nitro and Nitrosos dyes 
are poisonous (i.e., Picric Acid, Victoria Yellow, Martius 
Yellow, etc.). Certain Azo dyes are considerably harmful. 
Of the di and tri phenyl methane dyes Auramine and 
Methy] violet are listed amongst others. These colors are 
certified in certain countries. While amongst the Phtha- 
leins, Erythrosine ) certified in the U. S. A.) is considered 
doubtful and Eosin and Fluorescein (uncertifiable here) 
are considered harmless. It would be without value to 
go through the list. What has been noted above will give 
a faint idea of the lack of unanimity concerning the 
toxicity of colors prevailing. Some authorities consider 
all yellow colors if not toxic at least suspicious. Our 
Department of Agriculture has certified more yellow 
colors than any other shade. 


USE OF COLORS IN COSMETICS 


Dyes are used for the coloring of creams, lotions, 
tonics (hair) perfumes, etc., and to a limited extent in 
face powder. The Certified colors (U. S. A.) fail in 
many respects for this purpose. Some of them are very 
sensitive to changes of alkali and acid (pH) others are 
not resistant to light or to alkali. In the coloring of 
bath salts, the latter are required. They are also needed 
for soaps. Cosmetics that are sold in bottles without 
cartons need colors that are fast to light. Some of the 
dyes suitable for cosmetics may be found amongst the 
list of those certified by other countries; thus Methyl 
Violet may be employed as a rinse on the hair to neutral- 
ize yellow tone of grey hair or to produce so called 
platinum blonde. Omitting the colors used for soap and 
excluding the use of Bromo Acid, the amount of dyes 
employed in cosmetics is negligible. 

Lakes form by all odds the bulk of cosmetic colors 
under this division. 

Lakes consist of dyestuffs precipitated usually on 
aluminum hydroxide or barium sulphate substrata. For 
the benefit of those who are nervous regarding the poi- 
sonous character of Barium Sulphate, let them be assured 
that all of the soluble salts are washed out. Barium 
Sulphate is inert. For stomach and intestinal x-ray 
diagnosis it is customary to give patients 50 to 100 grams. 
On the assumption that a lipstick contains 10% of a lake 
which is itself 50% Barium Sulphate, a lipstick user 
would have to eat 700 lipsticks to obtain an equal concen- 
tration of this item in her stomach! Sucht a diet seems 
improbable. As far as the Writer knows no questions has 
been raised against aluinum hydroxide. 

Now it must be conceded that for a color that is either 
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toxic or non-toxic, to exert an unfavorable action must 
be placed in contact with the skin or within the body 
cavity. If it is innoccuous, good. Suppose that some tests 
of lakes have been made and it is shown that by feeding 
them to guinea pigs in the quantity of 1 gr. per kilo of 
body weight, death results; in other words this is the 
minimum lethal dose. Since the average woman weights 
approximately 135 lbs. (say 60 kilos) this would mean 
that the intake for fatality would be 60 grams. Since the 
maximum amount of color (lake) incorporated in lip. 
stick is 10%, then for such intake the subject must swal- 
low 600 grams or nearly 1.5 lbs. of lipstick! To be 
facetious it does not seem attractive as a suicidal method 
and certainly an expensive one since it would mean a 
minimum of 200 lipsticks at a minimum cost of 10c each 
or at least $20. The toxicity of the above lake is purely 
hypothetical. However when it comes to external appli- 
cation we do not have to depend on hypothesis. 


ABSORPTION THROUGH THE SKIN 


While it is now conceded by reputable authorities 
that certain materials may be absorbed through the skin 
(iodine, lanoline, certain vitamins, etc.) such items either 
must be soluble in the lipoids of the skin or have rather 
unusual properties. (Certainly if authorities are going 
to state that colors are absorbed through the skin then 
they must be prepared to admit that other ingredients of 
so-called skin foods can likewise penetrate the dermal 
tissues and thus enter the blood stream in appreciable 
quantities and be of possible assistance to the body. 
Recent experiment has shown that Vitamins are absorbed 
apparently in 1/10 the quantity as in oral medication.) 

To continue our argument since particles of the size of 
approximately 300-350 mesh are not likely to be ab- 
sorbed into the skin when in solid form there remains 
the possibility that they could be in the form of solu- 
tion. 

Unfortunately for that view, lakes are not soluble! 
Only on the lips where constant saliva is wetting the 
color layer, is there a probability of gradual solubility 
of the lakes through the process known as “bleeding.” 

Since rouge and lipstick come in for the greatest share 
of criticism the writer has made a number of tests. 
The average weight of the present popular size lipstick is 
2.65 grams. The average amount of stock removed when 
even a heavy coat of lipstick is applied is 13 milligrams. 
A lipstick consists of three essential parts, the fatty or 
waxy base, 8 to 10% of lake color and usually 1-2% of 
Bromo Acid. In view of the fact in connection with the 
sodium salts of the oral cavity, Bromo Acid is con- 
verted to the Sodium Tetrabromfluoresceinate or Eosin 
and since Eosin is a certifiable color (in many countries) 
we should be reluctant to consider this toxic. 

As to the purity of the Bromo Acid, that is to say as to 
its content of heavy metals more particularly Arsenic 
and Lead, no apprehension should be had on that score. 
The bromo acid sold by reputable manufacturers con- 
tains none. It is tested for those ingredients with tests 
sensitive to 1 part per million and tests from disinterested 
reputable laboratories at most state “traces” or none 
present. However we think a calculation based on a hy- 
pothesis that the Bromo used contained 100 parts of 
Arsenic per million might prove interesting. 

If we assume the weight of the lipstick at 3 grams 
and 2% of Bromo we have a total weight of Bromo pres 
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ent in the stick as 60 milligrams. If there are 100 parts 
of As per million in the Bromo employed then in the 
whole stick there is present only .006 mg. Now if the 
Cosmetic Purists insists that is too much, we must refer 
to Fowler’s solution which is prescribed by physicians 
and which as commonly employed contains 1% of Ar- 
senic as As,O, equivalent to .76% As. As the average 
dose is .2ce, the Arsenic content is no less than 1.52 Milli- 
grams or more than 250 times as much in one dose as 
in a whole lipstick. 


WOULD HAVE TO EAT 25,000 LIPSTICKS 


Now we are quite prepared to hear the remark, “Ah, 
yes, but the Fowler’s solution is given only on a doctor’s 
prescription and only then to cover specific cases as 
malaria, etc.” “Quite true” we answer, “however arsenic 
in a prescription cannot be more or less toxic than ar- 
senic in a cosmetic, or perhaps we should say it cannot 
be more than 250 times as toxic.”” Again we revert to our 
hypothesis of the Bromo containing 100 parts of arsenic 
per million. As most of it is arsenic free and | part per 
million would be a truer statement, we substitute that 
figure and recalculate and the result shows that to obtain 
the amount of arsenic in one dose of Fowler’s solution, 
one would have to eat approximately 170 lbs. or 25,000 
lipsticks which at even one each week is a life job for 
any woman! 

If the purity of Bromo Acid still does not satisfy our 
ultra-critical perhaps we might point out to them the 
arsenic and heavy metal content of some of the drugs 
we use and the foods we eat. None of them are presum- 
ably afraid of Bicarbonate of Soda, yet the Reagent grade 
of this material which is a quality purer than what 
which is offered as U.S.P. contains an allowable maxi- 
mum of 5 parts per million of Arsenic. How much is 
there in the ordinary U.S.P. quality which you swallow 
without any concern? 

No chemical is taken in such quantities as ordinary 
table salt, yet the maximum tolerance of the Reagent 
quality permits 5 parts of heavy metals (As Silver or 
Lead) per million. Surely the quality you use on your 
table is not quite as pure, or do you pay approximately 
46c per lb. for the reagent grade and thus reduce your 
heavy metal intake to a minimum? 

The irrationality of criticising cosmetic colors on their 
arsenic and lead contents might be demonstrated many 
times and it can be shown that at least in many crowded 
thoroughfares, the air itself contains more lead than lip- 
sticks. However, very fortunately it is unnecessary to go 
into further detail. Leading dermatologists at a recent 
meeting conceded that they had not known of a single 
case of poisoning that was traceable to the metallic im- 
purities of cosmetic colors. As a matter of fact apart 
from the hair dyes and their improper usages (either 
wrong application or the application to individuals of 
known sensitivity) the cosmetic color cases that have 
come to them, have been traceable to allergy. 

It appears that Bromo Acid is one of the best known 
offenders in this respect and a number of cases are known 
of sensitivity to this material. Upon questioning, never- 
theless, it was admitted that not nearly as many cases 
of Bromo allergy were known as were those traceable to 
strawberries, wool, feathers, furs, etc. As far as the 
writer knows no laws have been passed against the mar- 
keting of any of these items. If strawberries do not 
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agree with the individual, he is expected to avoid them. 

Certainly there is no inherent toxin in the strawberry 
except for such sensitive individual. The problem is 
complicated, however, by the fact that such sensitivity 
to bromo (or other materials) may be compounded, com- 
plex or temporary. There seems to be a case for the 
individual who suffers, but the number of such sufferers 
is so small that it is to be hoped that the body that 
undertakes the certification of such colors will recognize 
these cases for what they really are—idiosyncrasies which 
cannot be avoided in any material. 


If the powers that be, will not recognize non-allergic 


cosmetics then it is a concession that some person may 


suffer from it. Since such a concession is made that 
some people are allergic then why not so to colors? 
There is known to the writer a concern that has made 
millions of lipsticks and to whom no complaint of allergy 
has come. It does not follow that none have been sensi- 
tive to the bromo content, but it is logical to believe that 
not many have suffered and none have suffered seriously 
since those who suffer from the use of cosmetics are 
not usually silent. 


CONCLUSION 


It is obvious that we need legislation for the certifica- 
tion of a series of cosmetic colors to prevent the use of 
known toxic materials by the ignorant and the malicious. 
It is not plain that the so-called food colors are per se 
suitable for cosmetics. A number of colors other than 
our own certified (Food and Drug Colors) are consid- 
ered non-toxic by other countries. The arsenic and lead 
tolerance can be raised a great deal without any danger 
to the user of colored cosmetics. It is practically only in 
lipsticks and lip rouge that any appreciable amount of 
color can reach the interior of the body; toxicity from 
ingestion of colors has been seldom if ever claimed. 
Some colors “sensitize” and must be avoided by allergic 
individuals. Outside of sensitizations there does not 
appear to be any particular danger (hair dyes excluded) 
in using the materials at present employed by reputable 
manufacturers in the industry. 
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What Is Good Lanolin? 


What Is a Reasonable Requirement for Cholest- 


erol Content ? 


Must It Be Free or Combined ? 


by MAISON G. de NAVARRE 


Tue U.S.P. XI defines anhydrous lanolin as “the puri- 
fied, anhydrous fat-like substance from the wool of 
sheep.” Another official grade of lanolin is hydrated. 
The usual test for identity, ash, loss on drying, iodine 
and acid values along with other tests for purity are 
given in the U. S. Pharmacopoeia. But there is no men- 
tion made of either the free, combined or total cholesterol, 
which are one of the indicators of good grades of lanolin. 


LANOLIN IS A WAX 


Lanolin is more properly classified as a wax, and every- 
one knows is similar to the natural secretion of the hu- 
man skin. It contains alcohols, free and combined. The 
acids are sometimes combined with the alcohols, or they 
too remain free. The ash is usually due to the occlusion 
of soaps from the washing and scouring process. The 
low iodine value indicates lanolin to be rather a satu- 
rated mixture, but not as much so as spermacetti or coco- 
nut oil, both of which will turn rancid, as does lanolin. 

The complicated chemical composition is of no par- 
ticular moment here, for we are concerned primarily with 
the cholesterol content of good grades of lanolin. It is 
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this criterion that is being misunderstood in the trade 
today. 

The 19° or so of cholesterol, reported some time ago 
by Doree & Garratt, is higher than the amounts ordi- 
narily found in some grades of lanolin on account of the 
different processes used in the refining of lanolin. On 
the other hand, we have not yet found a lanolin of good 
quality that did not show 14% of total cholesterol, in 
spite of the low amounts reported by certain sources. But 
since we haven't yet assayed all the brands of lanolin on 
the market, it may be possible that questionable material 
is as poor in cholesterol as some claim. 

What then is a good grade of lanolin? What is a rea- 
sonable requirement for cholesterol content? Must it be 
free or combined? 


WHAT CONSTITUTES A GOOD LANOLIN 


It is not the intent of this article to lay down a per- 
fect standard, but to share the knowledge at hand to the 
best advantage of all concerned. 

Therefore, we would accept a lanolin as being of good 
quality if it: 

a) complies with the U.S.P. XI requirements; and is 

free from impurities.* 

b) shows 1% free cholesterol; 

c) with a combined cholesterol of 13%; 

d) and a total cholesterol of 14%. 

This allows for slight deviations to account for raw ma- 
terial from various sources, and for the difference in 
refining of the crude material. Good lanolin will meet 
these requirements. 


ASSAY METHODS 


The well known technique of Windaus in which the 
sterol is precipitated as the digitonide, gives reproducable 
results in the hands of experienced analysts. Like any 
other method, there are variables to contend with. 

The colorimetric technique recently reported in a con- 
temporary trade journal has not been successfully used 
in our laboratory. The color produced is not a pure 
green so that it can be compared with the standards as 
suggested. Instead, we are now developing a technique 
using suitable filters in the electrophotometer. No definite 
conclusions can yet be made. 


* One of the manufacturers of lanolin writes: “An important 
test in my opinion that would designate a good lanolin is the test 
for impurities. It should stand for 24 hours before the perman- 
ganate is completely discolored. The U.S.P. specifies ten minutes; 
but if continued it will be found that color will be destroyed in 
the case of some impurities only after a longer time.” 
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EDITORIALS 


TOILET GOODS CONVENTION 


FOR 44 YEARS, perfumers and manufacturers of toilet 
articles have been meeting annually to advance the inter- 
ests of the industry. First as the Manufacturing Perfum- 
ers’ Association for 28 years, and then as the American 
Manufacturers of Toilet Articles, the association func- 
tioned strictly as an American association. When the 
association joined forces with the Perfumery Importers 
Association in the autumn of 1932 the name was changed 
to the Associated Manufacturers of Toilet Articles; and 
three years ago it was again changed to the Toilet Goods 
Association. 

In the intervening years since the first meeting many 
changes have taken place. Each year fewer of the stal- 
wart supporters of the industry in the years gone by are 
seen. Not only have the faces changed but the character 
of the business has been altered. The changes in the 
name of the association are some indication of this. 
Tariff and foreign competition which were once the theme 
of discussion, like alcohol, are forgotten. Taxation, price 
maintenance, procedure under new laws and other per- 
tinent problems are now the chief subjects of discussion. 

Over the years the association has performed notable 
service not only to its members but also to the industry. 
Hence true to its tradition there is every prospect that the 
forthcoming meeting of the Toilet Goods Association to 
be held May 24, 25 and 26, will be a record convention, 
for it will consider a number of matters of vital interest 
likely to advance the industry along practical and pro- 
gressive lines. 


NEW USES FOR OLD PRODUCTS 
THOSE WHO MIX cocktails are familiar with Angostura 


bitters. At best the market for bitters was limited for 


many years to this purpose until the company recently 


May, 1938 


made a large shipment to the Pacific American Fisheries 
Inc., for use in canning salmon. A far larger market 
was developed for an old product just because the presi- 
dent of the company did some constructive thinking. 

Regardless of the size of the present outlet in almost 
any line there are opportunities for expansion if one is 
similarly willing to do a little constructive thinking. In 
the past dozen years or so it has been computed that 
leading essential-oil houses have expanded the uses of 
their products to as many as 52 different industries. 


TWO BRAKES ON PROFITS 
IN AN ANALYSIS of the causes for the decline of profits 


Roy A. Foulke, statistician, studied 59,755 sets of balance 
sheets over a period of six years. As a result of this study 
he found two faults which curiously have received little 
basic consideration. These two weaknesses in manage- 
ment which are a dragging brake on the progress of many 
commercial and industrial concerns are: (1) the ease 
with which credit imposters obtain merchandise; and 
(2) the tendency to speculate in inventories. 

It was to correct the former that the Drug, Cosmetic 
and Chemical Credit Men’s Association was organized 
a few years ago. Meeting monthly that organization 
under experienced management is rendering excellent 
service to the industry. 

As to the second it is axiomatic that as inventories go 
up, liabilities also expand. Liabilities must be kept 
within reason when compared with current assets and 
with the tangible net worth. If a business is to be oper- 
ated at a profit, not only the amount of the liabilities but 
also the amount of the receivables, the inventory, the 
fixed assets, the funded liabilities, the net working capital 
and the tangible net worth must be kept within cer- 
tain reasonable proportions to other items in the balance 
sheet and in the profit and loss accounts. 
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Hungarian Essential Oils: 


Oil of Juniper Berries, Juniperus Communis L. 


DR. ERNEST GUENTHER 


Chief Research Chemist of 


Fritzche Brothers Inc., New 
York, Points out that most 


Juniper Oil produced is 


obtained as a By product 
during the distillation of 


Native Borovicska (Gin) 


Tue juniper bush grows wild in 
most parts of former Greater-Hun- 
gary. Before the war, Hungary used 
to be a very important producer of 
juniper berries, exporting yearly 70 
to 80 railroad cars of berries which 
came mostly from the North-Carpa- 
thian Mountains. The 
found in literature in regard to Hun- 
garian juniper berries deal primarily 
with those collected in the North- 
It is a type of berry 
small and of low 


references 


Carpathians. 
comparatively 
sugar content. 


MAIN CENTERS OF 
PRODUCTION 


Present day Hungary, too, pro- 
duces juniper berries on the central 
mountain chains. Main centers are: 
in the north in the mountains of 
Bérzsény, Cserhat, Matra and Bikk; 
in the Trans-Danubian regions, prin- 
cipally in the Bakony forests north 
of Balaton Lake; and, finally, on 
the drift sandhills between the Dan- 
ube and Tisza Rivers, especially in 
the environs of Kecskemét. The soil 
there consists of white, loose sand 
which grows a typical drift sand 
vegetation such as gypsophila panicu- 
lata and alkanna tinctoria. The ju- 
niper bushes grow in closed, some- 
times almost impenetrable patches of 
40 to 70 hectares and often attain a 
height of 2 to 3 M. and a trunk di- 
ameter of 20 to 25 cm. Aside from 
these closed patches, the juniper bush 
occurs in forests scattered or mingled 
with other bushes, preferably along 


“ Riechstoff Industrie, 1932, Volume 11. 
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JUNIPER COMMUNIS IN THE FOREST OF BAKONY 


the edges and on clearings. The ber- 
ries produced in Hungary today, 
especially on the above mentioned 
drift sandhills, are much larger than 
the berries from the North Carpa- 
thian Mountains. They compare very 
well with the large Italian berries 
from the Chianti Mountains which 
are so highly esteemed in the drug 
trade and by the gin distillers. The 
odor and flavor of these Hungarian 
berries is mild and full without the 
undesirable turpentine note typical of 
inferior berries. According to Pro- 
fessor Dr. B. Augustin, almost half of 
the berries from the drift sandhills 
between the Danube and Tisza have 
a diameter of 7 mm. and more. The 
remainder measure about 6 to 7 mm. 
and sometimes, but very rarely, 10% 
below these limits. One liter of ber- 
ries weighs about 350 to 400 grams. 


JUNIPER COMMUNIS 
PLANT IS DIOECIOUS 


The juniper communis plant is 
diceecious, i.e., the propagation parts 
of the blossoms are distributed over 
different bushes. From the catkins 
(aments) the female bush develops 
green berries in the first year and 


black-blue _ berries 
Thus the 
same bush carries green, one year 
old and, simultaneously, blackish, 
two year old, ripe berries. 

Harvest takes place from August 
to October. The collecting of the 
berries is done in a very simple and 
primitive manner, details of which 
are described by Professor Dr. B. 
Augustin**. The gatherers simply 
beat the bushes carefully with a stick 
so that only the ripe berries fall into 
the basket held beneath. The col- 


lected berries are sifted, winnowed 


black-brown or 
during the second year. 


against strong wind, and air-dried in 
the sun or on floors. Care must be 
taken to prevent heating and fermen- 
tation, therefore the berries are 
spread out in thin layers. 
Considerable quantities of juniper 
berries are exported from Hungary, 
mostly to Germany, which country 
during 1935 imported about 185,000 
kilos of Hungarian berries. Their 
main application, however, is in the 
domestic distilling of Borovicska 
(gin) which is a very popular drink 
among the Slovakian population of 
the former Northern Hungary (North 
Carpathian Mountains) now belong: 
ing to Czechoslovakia. The popula- 
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tion of present Hungary is too fond 


of wines and fruit brandies ( prunes, 
cherries, apricots and grapes) to care 
much for gin. 


METHOD OF DISTILLING 
BOROVICSKA GIN 


Borovicska is distilled in a great 
number of distilleries ranging from 
the primitive home outfit to regular, 
small and larger sized plants. The 
berries are first crushed, immersed 
in hot water and kept standing for 
fermentation, which in the factories is 
often accelerated by the addition of 
ferments. It is finished after three 
to four days when the mass is dis- 
tilled over direct fire or with steam. 
The first crude distillate is rectified, 
whereby 100 kilos of berries yield 
about 16 to 18 liters of Borovicska 
of 50% alcohol content. Since oil 
of juniper is slightly soluble in 50% 
alcohol, only the small quantities of 
oxygenated compounds are dissolved 
in the alcoholic distillate, while the 
much larger portions of terpenes 
remain undissolved and separate in 
the Florentine flask as oil. Consid- 
erable quantities of that type of ju- 
niper oil are obtained yearly as by- 
products in the many Borovicska 
distilleries of Czechoslovakia and 
Hungary. Since these oils consist 
almost exclusively of terpenes and 
are lacking in the most characteristic 
and important 
pounds, they show a more terpene 
and turpentine-like character than 
the oils obtained by regular steam 
distillation of the berries, without 
previous alcoholic fermentation. It 
must be stated, however, that by far 


oxygenated com- 


the greatest amount of juniper oil 
reaching the market nowadays con- 
sists of the oils obtained as by-prod- 
uct during distillation of Borovicska. 

On the other hand, the oils ob- 
tained by regular distillation without 
fermentation have an odor that is 
milder and more agreeable and re- 
sembles more closely that of the 
original berries. In this case, the 
yield of oil is from 0.8 to 1.6%. The 
residual berries still contain traces 
of essential oil and may subsequently 
be used for alcoholic Borovicska dis- 
tillation (after previous alcoholic fer- 
mentation) or for the extraction with 
warm water of the berry juice (succus 
juniperi) which is employed in phar- 
macy, especially in Germany, as a 
sudorific and diuretic agent. For 
this purpose, the berries deprived of 
most of their essential oil by steam 


distillation are exhausted several 
times, systematically, with warm 
water. The aqueous extracts are sub- 
sequently concentrated in vacuo un- 
til they show a consistency of about 
10 to 42° Be. The yield of concen- 
trated juice is about 30 to 38%. The 
succus consists mostly of glucose. 


CONSTANTS OF HUNGARIAN 
JUNIPER BERRY OIL 


The constants of Hungarian ju- 
niper berry oil, according to Dr. 
Jules de Bittera**, vary between the 
following limits: 

Specific Gravity at 
15° C: 0.8641 to 0.8827; in one 


case 0.8572 


Optical Rotation: -+-5,05° to —13.6 


Refractive Index at 
20° C: 1.4697 to 1.4802 
Solubility: Soluble in 5 to 10 vol- 
umes, sometimes in 
20 volumes of 90% 
alcohol, often only 
with turbidity. 

All these oils were pure and origi- 
nated either from direct distillation 
of the berries for essential oils, or 
were by-products in the distillation 
of Borovicska. Comparing these con- 
stants with the specifications of the 
U.S.P. Eleventh Edition, which read: 
Specific Gravity at 25° C: 0.854 to 0.879 
Optical Rotation at 25° C: from 0° to —I5 


Refractive Index at 20° C: 1.4780 to 1.4840. 


TABLE f 


No. | 


Specific Gravity at 25° C: 0.860 
Optical Rotation: 

Refractive Index at 20° C: 

Acid Value: 

Saponification Values: ; 
Ester Value after Acetylation: 18.1 
Solubility: 


alcohol 


Direct Distilla- 
tion of the Berries. 


Soluble in | volume of 
and more. 





we find that the Hungarian (and 
Czechoslovakian) oils do not always 
comply with the U.S.P. limits. The 
refractive index of the Hungarian oils 
is sometimes slightly lower and their 
occasional dextro-rotation is in clear 
contradition to the U. S. P. laevo- 
rotation of oil of juniper berries 
which, in most cases, permits sus- 
picion of adulteration with certain 
types of turpentine oil or with certain 
fractions. If the juniper berry oil in 
question is actually pure, such dextro- 
rotation may indicate that the oil has 
been obtained by direct distillation of 
the berries without previous alcoholic 
fermentation, i.e. that the oil is not a 
by-product in the Borovicska distil- 
lation. 

Two Hungarian juniper berry oils 
analyzed in our laboratories showed 
the constants in Table I. 

While oil No. 1 complies with the 
requirements of the U. S. P., oil No. 
2 has a refractive index slightly too 
low. 

Regarding the chemistry of oil of 
juniper berries, and Italian, Tyro- 
lean and other juniper berry oils in 
general, see also a previous survey of 
the writer.*® 

“Private communication to the writer. 


“““Oil of Juniper Berries,” American 
Perfumer, July 1936. 


No. 2 By-Product in the 
Distillation of 
Borovicska. 


0.859 

-11° 2’ 

1.4770 

0.7 

5.8 

14.0 

Soluble in 0.5 volumes 
of alcohol; very faint- 
ly opalescent with 
more. 


JUNIPER BUSHES IN CSEPEL, BUCKAERDO 






































































































































































































Gift-Wrap Your 


by RUTH HOOPER LARISSON 


A SURVEY of department store buyers has just been 
completed by The American Perfumer. Interesting angles 
on Christmas packaging for the coming season focus at- 
tention on wraps. This survey will be discussed in detail 
next month, but to give manufacturers a speedy steer be- 
fore they prepare 1938 gift packages we have made a 
comprehensive study of wrappings which are new, dif. 
ferent and reeking with sales appeal. Buyers told us in 
the survey that the majority of manufacturers had merely 
gift-packed their standard merchandise. Buyers liked this, 
They themselves bought freely—and sold—far more of 
this type of goods than of the Christmas specials; goods 
not regularly carried in the lines. As a matter of fact, 
53% of the buyers bought from 75% to 100% stock mer- 
chandise for their stores while less than 1% of buyers 
used over 40% of special gift merchandise. 84% of buy- 
ers found regular stock items sold best throughout the 
holiday season. 

From this, it looks as though it’s going to be a stand- 
ard-merchandise-gift-wrapped Christmas for 1938. So get 
on the band wagon—select your wraps, boxes, and ties, 
with greater care, put them together with more original- 
ity—offer them at reasonable yet profitable prices. 

One more bit of information along this line (more on 
this next month, too). This matter of very high prices as 
found on combination travel cases, expensive perfumes in 
large sizes, and elaborate dresser sets; etc., were not so 
popular in the majority of stores. Of course we all know 
what a set back Christmas business suffered in all fields. 
Let’s hope next year will be different—but even if you are 
optimistic—don’t overreach with too many numbers in 
the too-high price brackets. Women will buy more and 
give more if moderately priced goods are better wrapped. 
Therein lies the secret for your Christmas packaging. 

If your entire line is in the highest price brackets, 
broaden your appeal by preparing a few numbers for 
very modest pricing. It’s the same old story that a plain 
gold pin in a Tiffany box impresses some people far 
more than a diamond pin in an unknown jeweler’s box. 
Take advantage of this point and prepare more of the 
simple but elegant little combinations and gi 
them. 


gift-wrap 

If your line is all at popular prices, make up some 
combinations in which a good many products are in- 
cluded in different groupings. Then make up some less 
pretentious combinations but put them in especially smart 
gift wraps. Many a woman with but 50c to spend on 
each gift will shop around most carefully until she finds 
something which is a bit original, a bit “priceless” in 
appearance and wrapped with a sense of pride by the 
manufacturer. Such little items can move so swiftly over 
the counter that the end of a day finds greater dollars 
and cents on their record than on the record of some 
very impressive but equally expensive numbers which, 


* Campbell-Ewald Co., Inc., New York City. 





Line For Christmas 


really, may be just window dressing for the department 
from the buyer’s point of view. 

Since I suggested in the last Christmas packaging story 
that manufacturers might attach greeting cards of the 
“to-and from” variety to packages as an added incen- 
tive to last minute shoppers, a number of companies tried 
this out not only for Christmas but for other holidays as 
well and we understand they have been gratified with 
the results. Try it again this year. 

For plainly wrapped packages, those in white or a 
single color, there are very gay and colorful cellophane 
and fabric ribbons, cords and ties of one kind and an- 
other suited to this type of packaging. These can be used 
either to actually tie the package or merely pasted around 
the package in charming arrangements. Brilliant cords 
made of various materials can all be used to great ad- 
vantage in this way. Some packages are so tightly wrap- 
ped it is almost impossible to open them. In such 
cases use a fine cellophane cord wrapped into the pack- 
age with the end protruding, already to facilitate the 
eager opening of the gift. This cord opener in itself 
presents some novel ideas for developing packages. 

I have been going over hundreds and hundreds of 
Christmas papers, box wrap and gift wrap weights and 
everything in between. I can’t say I have seen every 
paper on the market but I’ve seen so many that were 
lovely | am convinced manufacturers have no possible 
excuse for not preparing the most attractive packages the 
cosmetic market has ever seen. From these reams and 
reams of papers—many of which are being introduced 
for the first time, | have made a modest selection of some 
outstanding numbers. Certain types of papers I have 
entirely neglected because they are so very well known 
to everyone that it seems a waste of time to discuss them. 

I have sorted out these papers into fifteen more or less 
arbitrary groups. It is quite impossible to illustrate 
them; the black and white reproductions would never 
do them justice. However, we have arranged with the 
paper manufacturers so that you can have samples of all 
or any in which you are interested. All you need do is 
attach the coupon at the end of the article to your letter 
head and check the numbers you want to see. 


FOLLOW THE SURVEY FOR PROFITS 


Since the survey has so definitely divided Christmas 
merchandise into two groups; standard numbers and 
holiday specials; the set-up which conforms looks some- 
thing like this: 

75% standard merchandise out of your own lines 

to which you will add only the gift wrappings. 

25% (or less) special Christmas numbers, also 

gift wrapped. 

Don’t let the majority of your specials fall into the 
too—too high price brackets even though your entire 





line is already up in the rarefied zone of high prices. Bal- 
ance your price range if you want volume. Have some 
fifty cent and dollar items if you can possibly arrange 
it. I don’t mean give a two dollar value for one dollar, 
but give a good reasonable value. On the other hand, 
don’t pack it in such a way that it looks like a step-child. 
Glorify it just a bit or do it with restrained elegance. 


Now to get back to this wrap proposition in general. 
For standard numbers which can be packed either in- 
dividually or in groups you have a choice of two types 


of wrappings. They can be placed in inexpensive but 
pleasant boxes which in turn can be gift wrapped and 
tied for easier giving by the public. In other words, do 
the public’s Christmas wrapping for them and they'll 
recognize and appreciate the pennies it saves them. Bear 
in mind that the price you pay for such gift wrappings 
is almost nothing compared to the price the consumer 
has to pay to buy equally good wrappings and ties. 

The other method is to use simple boxes covered in 
distinctive Christmas papers. In recent years, particu- 
larly, stores have selected interesting Christmas boxes 
and used the same wrap on all sizes throughout the store. 
(Even cigarette manufacturers do this). When you see a 
woman walking down the street at Christmas time with 
a flock of boxes under her arm you can call off the names 
of the stores she has shopped in from the boxes. This is 
good publicity. Manufacturers can take a tip from the 
stores and each one develop his own distinctive box wrap 
to be used on all his Christmas combinations or single 
items. While there are a few manufacturers, perhaps, 
who might not find this practical, almost all the rest 
would profit by it. Of course, on the first type of box 
described where the box is a separate unit and the paper 
wrapped about it like a package, there is need for cord 
or ribbons to tie it. This should be of a harmonizing 
color and not figured if the wrapping is figured. If the 
wrapping is plain or a very neutral pattern then you 
can select a much gayer ribbon, cord or cellophane 
ribbon. 

When Christmas is over any stock left on hand can be 
removed from the Christmas boxes and put back into 
regular stock with so small a loss that it would be un- 
noticable. And during the Christmas season it will have 
protected the goods and kept them fresh. Some buyers 
were particularly pleased with the cellophane wraps on 


CLIP HERE FOR SAMPLE PAPERS 


Attach to your letterhead and mail to The Ameri- 
can Perfumer, 9 E. 38th St., New York City. 
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merchandise, while others complained that the cello. 
phane tore and split in their particular climate. This is 
a point which manufacturers with nationwide distribu. 
tion should look into carefully for cellophane is a god. 
send when it comes to keeping packages fresh looking 
and sparkling with eye appeal. 


\ NEW SLANT ON THE GIFT PACKAGE 


There is still another method of handling gift packag. 
ing which I don’t think has been used yet. Select plain 
white or a light neutral shade box and paste around it 
one, two, or three strips of fancy papers. One paper 
company has these strips and I know of others who will 
be only too glad to supply them. This method presents 
many interesting and novel packaging possibilities and 
if the strips are gummed the assembling of the package 
will not only be expedited but make it more secure. Small 
packages can follow this same method and also utilize 
the cellophane ribbons in the same manner. 

There are some beautiful boxes, wood, plastic, card- 
board, available for Christmas gift combinations but 
space does not permit showing them this month. Also 
some interesting stock perfume and cologne bottles . . , 
and similar items on which buyers have expressed them- 
selves. 

In the meanwhile read over this list of Christmas pa- 
pers and ask for samples for any in which you are par- 
ticularly interested. 


WOULD YOU LIKE TO SEE THESE? 


Group 1: Outdoor scenes, Christmas tree designs, unusual 
and some entirely new this season. 

Group 2: Holly in some refreshing color combinations. 

Group 3: Poinsettia in many variations. One shows the 
flower in velour against a glazed red background. 

Group 4: Stars; all sizes and kinds and colors. Looks as 
if it will be a very starry Christmas. 

Group 5: Several variations of candle motifs in different 
color schemes. 

Group 6: Papers especially suited to children’s packages 

children of all ages. 

Group 7: Reindeers—bow knots—silhouettes—and other un- 
usual designs. 

Group 8: Metals and razzle-dazzle papers; the kind that 
make the gift of a pocket handkerchief seem exciting and 
frightfully important! (Glitter at Christmas time is al 
ways good taste. ) 

Group 9: Two glassine paper patterns which are naturals 
for cosmetics but I don’t think I have ever seen used. 
Group 10: A lot of different interpretations of stripes in 
various colors. Not always the typical Christmas colors 
but after all, few of the really good holiday wraps stick 
to the old red and green. Red and green is so trying on 
the eyes and seldom do the inks of these two colors do 

the combination justice. 

Group 11: Those fascinating strips I was telling you about. 

Group 12: Small designs and allover designs small enough 
to be used, in many cases, on even tiny packages. 

Group 13: Two veneers and one hide which are worthy of a 
connoisseur. 

Group 14: Some very attractive imitation leather and such, 
for covering traveling kits, makeup boxes, dressing table 
and manicure sets. 

Group 15: This is the dividend: A paper in which to wrap 
Bridge prizes (which I’m going to talk more about next 
month); a paper for Easter packages, just too sweet for 
words; and two Valentine papers to make any girl's heart 
go pitter-patter! 
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MOTHER'S DAY GIFT 





NEW MASCARA COMPACT 























LIQUID LIP TONE 


BLACK LIPSTICK 


BLACK LIPSTICK: This fashion- 
able young lady is using the very new- 
est in colors for her lips, Rouge Baiser, 
the black lipstick! Available in six 
colors, light, medium, dark, orange, 
nasturtium and garnet, the dark shades 
are actually black and the lighter 
shades are a deep red, but all turn to 
the desired color when applied to the 
lips. Paul Baudecroux, the French 
chemist who introduced this rather 
startling lipstick, claims that the change 
in coloring makes it practically in- 
delible and perfectly adherent. It comes 
in a handsome black and silver case 
with an automatic swivel opening. 


MOTHER’S DAY GIFT: Two 
charming gifts, just for mother, are 
offered by Richard Hudnut. This com- 
pany has chosen its Violet Sec odor, 
a perennial favorite with older women 
everywhere, for special toilet water and 
eau de cologne packages, on which the 
word “Mother” is printed directly on 
the box label. The bottles are distinc- 
tive and handsome, and the eau de 
cologne comes with a corded atomizer. 
These attractive packages are also ap- 
propriate for birthdays and anniversa- 
ries, and make ideal year-round gifts. 


NEW MASCARA COMPACT: 
Pinaud Ine. is offering a new compact 
case for creamy mascara, no larger 
than a lipstick and almost as easy to 
use. The case is equipped with a tiny 
drawer which holds the cream, and a 


© Saks Fifth Ave, 


turn of the small knob forces the mas- 
cara through three small slits in the 
metal wall separating the mascara com- 
partment from that where the brush is 
kept. This case is available in ebony, 
ivory, green or blue enamel, and is 
offered with a tube of mascara cream 
as a special combination package. 


LIQUID LIP TONE: Princess Pat 
is marketing a liquid lip rouge which 
it claims is “greaseless, waxless and 
positively smearless,” packaged in an 
attractive little bottle with black mold- 
ed cap. An applicator rod is attached 
to the cap and covered with an absor- 
bent material which is always saturated 
with the Lip Tone. This product is 
available in four colors. and is boxed 
in a colorful carton with a tiny vial 
containing remover. 


LIPSTICK BRUSH: It is rather 
amazing that a new device for applying 
color to the lips should be introduced 
by a jeweler. Marcus & Co., is featuring 
a new gadget for literally painting the 
lips which will probably soon be taken 
up by many of our cosmetic manufac- 
turers. The case is a beautiful jeweled 
piece resembling a pencil, with a large 
sapphire set in the top, encircled with 
diamonds. A semi-liquid is poured into 
the holder, and a slight twist at the end 
releases enough on the fine soft brush 
to paint the lips. The liquid is avail- 
able in several popular shades and the 
firm offers to refill the case when empty. 





LIPSTICK BRUSH 
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1... GUERLAIN: One of the most elegant packages it has 
been our pleasure to see is this company’s new “Coque D'Or” 
perfume. The name, as well as the design and colors of the 
bottle, were suggested by Rimsky-Korsakov’s opera “Coq D’Or”. 
Shaped like a bow of ribbon, the bottle has gold sides and 
stopper, and the top, which represents the inside of the ribbon 
loops, is of deep blue by Baccarat. The lovely box is of natural 
oak moss decorated in white and gold, with gold metal clasp. 
The fragrance is a delightful bouquet, neither too light nor 


too heavy. 


2 .. PEGGY HOYT: This charming perfume package makes 
a very effective window or counter display. The distinctive 
crystal flacon comes from Baccarat, and the only identification 
is the name of the company, and the slogan “The Perfume 
of the Aristocrats” molded directly in the glass. The base 
of the silver, three-sided box is covered with blue velvet and 
the interior is lined with decorative silver and blue paper. 
The cover, which fits over the box when the doors are shut. 
also fits under the bottom of the box when open. The perfume 
has a pleasing floral odor. Package designed by J. Franklin 
Whitman, Jr. 


§ .. LEIGH CHEMISTS: This company has repackaged its 
entire line in modern style, and is offering an introductory set 
containing the basic preparations in a handsome, compact box 
suitable for traveling, the dressing table, or the office desk. The 
color scheme is beige and rose, and the company’s crest is 


shown on both the caps and the labels. The company is basing 


its advertising theme on the effect of climate on the skin, 
and the booklet enclosed in the box discusses this subject 
in great detail. 


4... LENTHERIC: Here are two smart new double compacts 
introduced for Spring. 


The cases resemble small address books 
with curved backbone and are equipped with rouge and loose 
powder compartments. The one on the right is covered with 
glossy white enamel and decorated with an arch of baguettes, and 
two emerald green stones at each corner encircled with diamond- 
like clusters. The other case has a tweed design and a brushed 


gold band in the center of the cover suitable for monogramming. 
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&.. COTY: “Parfumée Cologne”, a new cologne with a long- 
lasting scent, has just been introduced in two pleasing fra- 
grances, “Chypree”, a spicy tang, and “Ambree”, a more mellow 
note. Presented in two sizes, in handsome sprinkler-top flacons 


with molded beige caps, and boxed in harmonizing cartons. 


G . . DOROTHY GRAY, Portrait Face Powder is made with 
a brand new formula and is said to possess three distinctive 
qualities, being non-allergic, protective and clinging. Two at- 
tractive new shades are introduced with this powder, which 
is also available in other Dorothy Gray shades. The hand- 
some white and blue box has a plume motif embossed around 
the side of the cover, and a large cellophane window clearly 


shows the color of the powder. 


7 .. BARBARA GOULD: This company’s new eau de cologne 
has a delightfully fresh floral blend of perfume. Simply pack- 
aged in an hexagonal flacon with sprinkler top and gold metal 
cap decorated with red bands. The label is of gold foil im- 


printed in red. 


8 .. LESQUENDIEU: The new Tussy Double Vitamin Cream 
is said to contain both Vitamin A and D, and is recommended 


as a night cream for dry skin. Attractively packaged in a 





smart black molded jar with black metal screw cap. The front 
and back labels are imprinted in black on a beige background, 


and have a narrow black and red border. 


§ .. ELIZABETH ARDEN: This attractive nail ensemble 
consists of a preparation to prevent breaking and splitting the 
nails, a cuticle oil and nail polish. The smart three sided bot- 


tles are capped with pink molded closures and fit tightly in the 
base of the box. 


ig .. PARFUMS LENGYEL: Essence Imperiale Russe is now 
offered in a special promotional 2-o0z. size, either with atomizer 
or without it. The package is an exact replica of the larger 
sizes, and carries the same historical label of which the com 


pany is so proud, 


fi .. DAGGETT & RAMSDELL: This company is featuring 
as a special Summer gift offer a combination set of its full 
size bottle Sonata cologne and the full size bottle of Perfect 
Deodorant for the price of one. The two items are neatly 


boxed, and on the cover is printed the special gift offer. 

12 .. YARDLEY: The ever-populer English Lavender is now 
available in a smocth flat little bottle designed for the purse. 
The Lavender Sellers are pictured on the label, and the “spill- 
proof” gold screw cap is decorated with ivory-colored inlay. 
13 .. BRISTOL-MYERS: This convenient display 


black molded Durez is offered by the company to its dealers 


stand of 


on special purchases of Vitalis. The stand is 5 inches high 
and 3% inches across the base. Small studlike projection 
replaces normal cap, and extends into hole in top of stand. 
The bottom is grooved so that the tubes stand straight in place 
but may quickly be removed or replaced. Photo courtesy 
General Plastics Co. 


14 .. CHEVALIER GARDE: This decorative little vial with 
gold metal crown top is called “Eaglet”, carrying out the theme 
of the company’s regular size packages. It was especially de- 
signed for the purse and comes in the Chevalier Garde three 
fragrances. 


15 . . SOFSKIN: New cuticle softener called “Softee” 


comes 


in a small cylindrical glass container with black molded cap 
and glass applicator, and is embellished with a dressy 


and black band label. 


Illinois Glass Co. 


gold 
gok 


Label design, bottle and cap by Owens 





by MAISON G. DE NAVARRE 


ms FREE BULLETINS Private 
sources get from $5 to $100 for the 
report of an investigation of some 
particular problem. But The Ameri- 
can Perfumer offers to give subscrib- 
ers free, thick Bulletins on such im- 
portant subjects as Sun Tan Prepara- 
tions, Antiseptics & 
Anti-oxidants, Absorption Bases, and 
Wetting Agents simply if you ask for 
them on your letterhead. A complete 
study of the products now found on 
the market, along with experimental 
notes and product formulation. 


Preservatives, 


@ NEW HAIR TONICS The alco- 
holic products of years past, are no 
longer the exciting applications they 
Hang around a toilet 
goods counter and you will find a 


used to be. 


heck of a lot of repeat sales for emul- 
sified hair tonics, at fancy prices. 
Looks to me like the alcoholic prod- 
ucts have had their day. What do 
you think? 


@ NAIL ENAMEL PADS These 
are made of the same kind of flannel 
as the regular facial cleansing pad, 
but are saturated with a non-volatile 
solvent. Among the solvents that can 
be used are the glycols, amyl and 
butyl esters, lactates and oxalates. 
Perfume if desired. 


@ PENETRATION To enhance 
penetration of medicinal agents 
through the skin, a patent has been 
issued for the combined use of anhy- 
drous lanolin, alcohol, petrolatum 
and possibly cetyl alcohol. The mix- 
ture has the ability to penetrate into 
the blood stream, according to the 
patent. 


@ BLACK LIPSTICK There is an 
idea of great novelty, in the lipstick 
that looks black and goes on a bril- 
liant red. It proves that there still is 
something about lipsticks that has yet 
to be discovered. Manufacturers who 
know all there is to know about their 
business, are left knowing that it 
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esiderata 


wasn't so. Whether you are in the 
lipstick or in the hair supplies end 
of the game, brother you gotta do 
some research. It is the life blood of 
the business. 


@ VITAMIN CREAMS Well, an- 
other national product makes its ap- 
pearance on the market. It is made 
with vitamins A and D. Just like I 
said some time ago. And more will 
come with the future. From big 
houses too. Be careful what you claim 
for benefits from use of vitamin 
cream, and use a minimum of 250 
vitamin D units per ounce. It is both 
a safe and useful dose. 


@ DEODORANT It is a_ proven 
fact that most liquid deodorants have 
a drastic textiles as a 
whole, and that cream deodorants 
are several times safer. 


action on 


It is also a 
well known fact that we are becom- 
ing more conscious of deodorizing 
sweaty odors than in_ preventing 
sweat secretion. In this direction, 
couldn’t you develop a new type de- 
odorant without astringent effect, and 
with a slight but desirable odor such 
as cologne? I'll say you can, and [ 
know others have also. So watch the 
new summer products this year. 


@ DUPLICATING One of the com- 
monest requests we get is the duplica- 
tion of well known and advertised 
products. The other day a chap 
brought a product to me that had 
been analyzed by a highly compe- 
tent authority, and had been put to- 
gether along the lines of the analysis. 
It didn’t look anything like the orig- 
inal any more than Joe Louis looks 
like Braddock. And since so many 
duplicators want a product analyzed, 
we ask, what does it get you? 


@ PERMANENT WAVING Quite 
often now, we get a complaint about 
the effect of soapless oils on the per- 
It is said that after 
giving the hair several shampoos with 
sulfonated oils, it becomes increas- 


manent wave. 


ingly more difficult to give a perma- 


nent wave. 
this? 


Has anyone else noticed 


@ SUN TAN OIL 
work done by suppliers of sun 
screens, makes the job of developing 
a sun tan oil a pretty easy one. De- 
cide on the filter you are going to 
use. Then choose the color of your 
finished oil. Finally use a mixture of 
mineral and vegetable oil as solvent 
for your screen. Preserve the vege- 
table oil against rancidity. Dissolve 
the screen in the vegetable oil along 
with the color. Dilute with the min- 
eral oil, mix, perfume, and filter 
bright. 


The extensive 


@ ANTI-OXIDANT Another 
chemical promises usefulness as an 
anti-oxidant, especially in liquid 
emulsions where water is a major in- 
gredient. This chemical is the iso- 
mer of vitamin C, and is known as 
D-iso-ascorbic acid. Experiments 
with it are now in progress, but as 
yet it is impossible to tell how much 
or little of the chemical is required. 
or how active it really is. Its cost at 
the moment, is some greater than 
other good anti-oxidants. 


@ SUN BURN There is a wide- 
spread impression that sun burn can 
only be acquired in direct sunlight 
and that a beach umbrella would 
therefore afford ample protection. 
This is quite a mistaken idea. The 
ultraviolet reflected from the sky, 
sand and water will sometimes cause 
a more severe burn than one from 
direct sunlight. This is particularly 
the case where the sun is at a low al- 
titude as in the early morning or late 
afternoon. With the sun at an allti- 
tude of 10° the direct ultraviolet ra- 
diation measured was 2 gram calo- 
ries per square centimeter per minute 
while a reading of the diffused re- 
flected light from the sky gave 111 
gram calories. With the sun at the 
higher altitude of 60° the readings 
coincided quite closely, the direct ra- 
diation reading being 884 gram cal- 
ories and that of the sky 983 gram 
calories.—Ernst Ohlsson in Progres- 
sive Perfumery. 


ol 








hep COOL FOR JULY: Let that be your theme in all your pro- 
motions. If your demonstrators are in an air conditioned store 
it won’t be so hard to convince them of the importance of keep- 
ing cool and keeping customers cool. But even if they aren’t 
enjoying sub-zero weather behind the counter try to impress on 
them the importance of keeping themselves as fresh and cool 
looking as possible. Caution them against complaining to cus- 
tomers about the heat. (I’m counting on the weather man to 
deliver genuine July heat, of course!) They can convey so 
much to the customer in the way of looking and acting cool 
that customers will enter into an amiable enough mood to 
extract some coins from their purse and actually make a pur- 
chase or two! 


Go IN FOR ICE: Get some clear, transparent glass bricks that 
look like cool ice but have the added advantage of not melt- 
ing and arrange them on the counter with products perched 
upon them. Naturally, just the keep-cool kind of products, 
and they'll tell their own story very fast. Cut flowers at the 
counter add another lovely note, only be sure not to select 
those with heavy odors. 


Starr A KEEP COOL CAMPAIGN: Have an amusing series of 
counter cards sketched, showing a coy polar bear lounging on 
a minor glacier and holding one of your pet keep-cool prod- 
ucts in his paws. Let the caption read something like this: 
“Join our Keep Cool Club.” A laugh or even a smile on a 
hot summer day will often be the trick to put a customer into a 
buying mood. Along this same idea if you want to feature 
things for the Fourth, display them with a slogan like this 
“Keep Cool and Have a Hot Fourth.” 


» 
( RISP AS A CUCUMER: Feature to customers the products they 
need to keep them crisp as a cucumber; deodorants, powders, 


colognes, etc., etc. Be sure your promotion in the stores, ad- 
vertising and sales girls have a good convincing story along 
this line and the public will be willing to make the most of it. 
Those first hot weeks leave them desperate—after August they 


have grown used to the heat and take it stoically. 


Thnx OF THE KIDs, TOO: Don’t forget children in summer. 
Camp activities need first aid kits, talcum, cold creams, de- 
odorants and eau de colognes, as well as sunburn and sun tan 
products. Stress feet. Use eau de cologne on feet all summer 
for everyone's feet grow tired in hot weather even though they 
are basking in the sand, tramping through mountains or pound- 
ing the city pavements. 


Pian some PRACTICAL SPECIALS FOR RESORT TOWN STORES: 
Select just the right seasonable merchandise for sunburn, beach 
makeup after you've suntanned, etc., etc. Call them “Resort 
Specials” and feature them at a not-too-cut-price. Don’t spoil 
customers! They'll pay decent prices if you just make them 
attractive enough! 
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NEW PRODUCTS and PROCESSES 


Yumidol 


Yumidol which is stated to retain 
moisture longer than does glycerin in 
dry air and therefore is less subject 
to varying conditions of humidity, is 
offered by the Glyco Products Co., 
Inc., New York City, for use in tooth 
pastes, etc. Its use is indicated in 
place of glycerin for purposes where 
animal matter is objectionable. 


New Plugs Prevent Leakage 

To prevent leakage in perfume, 
lotion and other bottles the Inter- 
national Bottle Co., Ltd., 48 Fore St.. 
England, offers patented 
Chekaleke plugs which it is stated are 
made from a secret formula so as to 


London, 


resist the action of alcohol. 

The plugs are made in eleven pop- 
ular sizes. The device consists of a 
rubber composition plug with a tap- 


ering head made with a flange. The 
head is slipped into the bottle aper- 
ture and the flange is used for re- 
moving it. The plug is composed of 
a compound of rubber which is 
claimed to be unaffected by and does 
not affect alcoholic perfume, lavender 


or even brilliantine. 

The plugs can be supplied in white 
or black material. For use in un- 
usual preparations the manufacturers 
suggest that a small quantity of the 
preparation be sent to them so that it 
may be tested in its laboratory and if 
necessary a special composition of 
rubber to suit the preparation may be 
made. Special dies to fit bottles 
which do not take any of the standard 
sizes, provided the quantities desired 
are sizeable, will be made up the 
makers state. Samples of the bottles 
and caps for this purpose should be 
forwarded. The manufacturers point 


Molded Plugs 


out that the plugs are in use by Coty, 
Elizabeth Arden, Lentheric, Roger 
& Gallet, United Drug Co., Bourjois, 
Innoxa and Boots Pure Drug Co., 
and by practically every important 
English perfumery house. 


New Automatic Bag Maker 


It pays to make your own cello- 
phane bags and envelopes according 
to the Wrap-Ade Machine Co., New- 
ark, N. J., which offers a new auto- 
matic machine to enable the average 
bag user or envelope user to make his 
own bags. 

According to the manufacturer's 
description the machine is designed 
with simplicity for the requirements 
of the average user and packer of 
bags. Thus, it is stated that no skilled 
mechanic or operator is required; it 
is quickly adjustable to a wide varie- 
ty of sizes in five minutes or less; it 
is fully automatic, delivering 25,000 
bags or envelopes per day with one 
girl operator; there is no glue to pre- 
pare, watch or clean up; the bags are 
sealed by electric heat and are sift 
proof as there are no seams to open; 
and after being filled the bags can be 
economically and quickly heat sealed 
to make a moisture proof, dust tight, 
sift proof, tear resistant package. The 
machine is made to be sold at a low 
cost and is claimed to cut bag costs 


in half. 


Sorbitol 

This new industrial chemical is a 
hexahydric member of the polyhydric 
alcohols of which glycerin is the 
trihydric alcohol. 

According to the Atlas Powder Co.. 
Wilmington, Del., its physical and 
chemical properties give it three dis- 


How They Are Used 


tinctive fields of usefulness: as a con- 
ditioning agent, flexibilizer or humec. 
tant where physical properties are 
paramount; as a chemical starting 
material for complex technical prod- 
ucts where the polyhydroxylic char- 
acter is of importance; and as a spe- 
cific organic reagent where the exact 
structural formula is necessary as in 
the synthesis of l-ascorbic acid or 
Vitamin C. 

Many of the applications are in 
course of development including uses 
in pharmaceuticals and cosmetics. 


New Carton and Box Maker 

A new crease scoring and cut scor- 
ing device to speed up the making of 
hand made sample folding cartons 


Scoring and Cutting Machine 


and set up boxes is offered in the 
E-Z Scoring and Cutting machine by 
the Craftsmen Equipment Corp., Elk- 
hart, Ind. The machine is rigidly 
constructed and is made to eliminate 
pre laying off on board with pencil 
and T square. The machine was de- 
signed and invented by Clyde L. Gil- 
bert. 


New Antioxidant 

\ new preservative and antioxidant 
for fats and oils known as Antranox 
M is offered by Van Dyk & Co., Jer- 
sey City, N. J. It prevents oxidation, 
polymerization, rancidity, mould and 
bacterial growth according to a state- 
ment of the company; and it also is 
claimed to protect the water phase 
as well as the oil phase of emulsions. 


Technical Information 


Initial plans have been completed 
for the establishment of a technical 
and commercial information bureau 
where executives, designers, produc- 
tion managers and others may pro- 
cure, without (Continued on page 56) 
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WHO EVER 
HEARD OF 
A WHITE 
SUN TAN 


@The sun gives some things a rich tan—others a washed-out pallor. But folding 
carton colors in Ridgelo Clay Coated boxboard do not change. They are uniformly 
free from fading! 


That's an advantage of delicate Ridgelo SkyTints or of strong, bright shades. Car- 
tons in window or store displays remain saleable, always looking fresh and clean. 
Use these Ridgelo Clay Coated carton colors—cost less than printed backgrounds 
—look better—sell faster. e They're stocked in 16 printable shades— sample sheets 
will be sent you gladly, on request. 

Functional efficiency as well as beauty in Ridgelo! Moisture and vapor protection, grease-resistance, 


are two problems for which Ridgelo has interesting answers. Let us have your problem or consult your 
independent boxmaker. 


RIDGELO—"THE BEST KNOWN NAME IN BOXBOARD"” 
MADE AT RIDGEFIELD, N. J. BY LOWE PAPER COMPANY 





(Continued from page 54) cost, tech- 
nical data and literature on materials, 
products and processes, as well as 
technical consultation service. The bu- 
reau will be located in the Interna- 
tional Building, New York City, and 
is being sponsored by Designers for 
Industry, Inc., through its Chicago, 
Cleveland and New York offices. An 
initial 10,000 drawer filing system is 
contemplated from which trade litera- 
ture will be distributed to persons in- 


terested. 


pH Testing Paper 

New Hydrion wide range test pa- 
per used like litmus paper except that 
it gives five color changes in the 
range of pH 2 to pH 10 is offered by 
R. P. Cargille, 118 Liberty St., New 
York City. 

The paper is supplied in vials of 
100. strips and a color label is on 
each vial for rapid determination of 
the approximate pH. It may be used, 
it is pointed out, with turbid and 
highly colored solutions by observing 
the color of the outer diffusion zone 
on spot tests. 


New Bakelite Acetate Plastics 

A line of acetate molding materials 
is announced by the Bakelite Corp., 
New York, N. Y., 
plastic molding compounds with a 
cellulose acetate base and are recom- 
mended for injection and compres- 


which are thermo- 


sion molding. 

The new molding materials are 
offered in a wide range of colors in- 
cluding crystal, black and variegated 
mottles and are also available in 
transparent, translucent and opaque 
colors. Strength and resistance to 
impact are features. They are slight- 
ly affected by alcohol, dilute acids 
and alkalis. 


Odor Adsorber 

For ridding the air of offending 
odors wherever found the Consoli- 
dated Air Conditioning Division of 
the W. B. Connor Engineering Corp.., 
New York City offers a new odor ab- 
sorber. It operates on the principle 
of the army gas mask; air is made to 
flow through activated carbon in can- 
isters. The adsorbers are made to fit 
any need from an individual room to 
a large structure. 
pointed out, are enabled with it to 


Perfumers, it is 
improve testing efficiency by means of 


the rapid removal of perfume laden 
air. 
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NEW 


Enamelled stock pots, graduated 
measures, scales and stirrers handled 
by the R. F. Revson Co., 91 Seventh 
Ave., New York City, are described 
and illustrated in a leaflet recently 
issued. Other literature distributed by 
the company includes circulars on 
cosmetic books and one on tea tree 
oil. 


Essential Oils, Liquid Absolutes, 
Oleo Resins, Aromatic 
Isolates, Flower Oils, Specialties, 
Fruit Flavors, Imitation Fruit Fla- 
vors, Citrus Juices, Pasteurized Fruit 
Juices, Food Colors, Amyls and Eth- 
ers, Sugar Colorings and numerous 
other products offered by W. J. Bush 
& Co., Inc., New York, N. Y., are 
listed with prices in the 1938 list 
which is being distributed to the 
trade. The list contains 32 pages. 
All of the branches, depots and fac- 
tories of the organization are listed 


Chemicals, 


on the back cover. 


|For high speed production the 
J. L. Ferguson Co., Joliet, Ill., offers 
the Packomatic 
boxing and numbering equipment 


container sealing, 
which is described in a new folder. 
The folder is well illustrated and the 
features of the various machines are 
simply but adequately described. 


] A new complete catalog of Stokes 
Pharmaceutical Equipment No. 710 
has been issued by the F. J. Stokes 
Machine Co.,, 5912 Tabor Road, 
Philadelphia, Pa., In it tablet mak- 
ing machinery, mixers, dryers, gran- 
ulators, mills, kettles, capsule ma- 
chinery, stills and miscellaneous 
equipment are fully described and 
illustrated. The catalog contains 36 


pages. 


[] The Fight to End Abuses in Busi- 
ness, the address by Sen. Millard 
Tydings, author of the Miller-Tydings 
Fair Trade Enabling Act, is being 
sent to retailers and others interested 
by Abe Plough, president of Plough, 
Inc., Memphis, Tenn., together with 
two original, terse but effective leaf- 
lets. One of the 
“Questions and Answers about Fair 
Trade Laws” and the other is entitled 
“When It Rains on the Boss it also 
Rains on You.” The address by Sen. 
Tydings is illustrated with a group 
photograph of Sen. Tydings, Mr. 


latter is called 


PUBLICATIONS 


Plough and Sen. John E. Miller of 
Arkansas and there is a brief intro. 
ductory paragraph by Mr. Plough in 
which he states that the address is the 
greatest one on the soundness of fair 
trade legislation he had ever heard, 


|] A new Handbook on Display in 
loose leaf form has been issued by 
the Upson Co., Lockport, N. Y. Sev. 
eral page-size reproductions of fin. 
ished displays are shown. The text is 
in the form of questions and answers, 


[| The Present Trend toward Scien. 
tific Evaluation of Cosmetics and 
Toilet Preparations is emphasized by 
Merck & Co. Inc., Rahway, N. J., in 
a leaflet describing Merck fine chemi- 
cals for cosmetics, deodorants, denti- 
frices, scalp preparations and _ hair 
waving preparations as well as sun 
tan preparations. Included in the list 
is an absorption base, the properties 
of which are described adequately. 
Preservatives, germicides, bacterial 
inhibitors, depilatories, etc., are also 
listed and described. 


| A New Water Still Catalog issued 
by the Barnstead Still & Sterilizer 
Co. describes water distilling equip- 
ment and accessories. Containing ap- 
proximately 70 pages, this illustrated 
book gives complete details of the 
construction and operation of all 
Included are small 
laboratory stills, medium-sized stills 
for laboratory and industrial plants, 
large industrial type stills, “extra 
duty” 
and single, double and triple stills 
for hospital use. In addition to the 
stills, storage tanks, mountings, au- 
tomatic controls and cut-offs are il- 
lustrated and described. Data tables 
containing sizes, weights, capacities 


Barnstead stills. 


stills for hard water service 


and other information are given on 
practically every piece of equipment 
in the book. Copies may be had by 
writing to the Barnstead Still & Ster- 
ilizer Co., 68 Lanesville Terrace, For- 


est Hills. Boston, Mass. 


[] Sealing of Corrugated and Solid 
Fibre Containers, a text book of 36 
pages by J. D. Malcolmson, has been 
issued by the Robert Gair Co., New 


York, N. Y. The contents include 
adhesives, hand sealing and auio- 
matic sealing; gummed paper tape: 
metal stitches and staples and metal 
straps of wire. 


The American Perfumer 





May, 1938 


‘IT’S BETHLEHEM FOR STEEL" 
‘IT’S SCHIMMEL FOR JASMINE" 


In the Schimmel line there is a right Jasmine for every product and pur- 
pose. And they all show how our persistent research over many years has 
brought us closer and closer to reproducing the natural Jasmine odor. Here 


are three important Jasmine specialties that you should know. 


Jasmine 1000 is a reproduction of the absolute which contains all the 
odoriferous constituents of the fresh flower. It can be used either with 
the absolute or in its place on a pound for pound basis. 


Osmodor Jasmonta is a basic Jasmine of great strength which gives a 
very natural effect. It incorporates our Iso-Jasmon. It can be com- 
bined with Jasmine or used to round out floral or fancy bouquets. Its 
perfect floral character will add distinction to the composition. 


Jasmine W. K. 3084 is an unusually powerful floral compound which 
gives the fresh effect of the newly picked garden Jasmine. It also has 
unlimited possibilities in modern compositions and floral bouquets. 


You can prove for yourself whether our reputation in the 
Jasmine field is justified. Send for samples and test them out. 


SCHIMMEL & CO., INC. 


601 West 26th Street New York City 


PS Mle? d 
Ae BOSTON CHICAGO LOS ANGELES TORONTO 





QUESTIONS AND ANSWERS 


190.—GLYCERATED LOTION SOAP 
Q. We are starting to market a gly- 
cerated lotion toilet soap. My objec- 
tion was that the general public 
thinks of glycerine as a drying agent. 
Will you therefore advise me whether 
or not glycerine is drying to the skin, 
since this of course, is the important 
consideration?—N. M., lowa. 

A. In lotions, glycerine is a neces- 
sary ingredient, for it prevents the 
rubbing off of other ingredients pres- 
ent. Because of its solvent and hygro- 
scopic properties, it is an ingredient 
that has yet to be replaced. In large 
amounts, it causes dehydration of the 
skin. In small amounts and together 
with water it is an useful ingredient 
and emollient. Ordinarily, we use 
from 5 to 10% in cosmetic lotions. 
Just what is the desired amount for 
use in soap is difficult to say. 


191.—SODIUM LAURYL SULFATE 


Q. We note in your DESIDERATA series 
a mention of sodium lauryl sulfate. 
We are under the impression that 
there is some kind of a patent on this 
and similar products. We are inter- 
ested in obtaining the U. S. patent 
numbers if available.—F. S., New 


) ork. 


A. The patents on sodium laury| sul- 
fate and many similar products are 
owned by a holding company com- 
posed of several companies. Among 
the patents issued are those from 1,- 
968.793 to 797 and 1,993,431 as well 
as 2,046,242. These are a few of the 
many, but they will give you enough 


to investigate. 


192.—DENTAL POWDER 


Q. Kindly send us a formula for den- 
tal powder embodying latest develop- 
ments making for a top product from 
a mint standpoint.—P. G., Penna. 


A. You of course realize that the 
American Perfumer does not act the 
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part of a consulting chemist to manu- 
facturers. But it is willing to and does 
make simple suggestions to inquirers. 
Whether or not the following is the 
latest development is another ques- 
tion. Try mixing together precipi- 
tated chalk 97° and soap powder 
3%. Sweeten with 0.1% 
and flavor with peppermint to suit. If 
this is not unusual enough, you'll 
have to do the research yourself. 


saccharin, 


Sorry. 


195.—MUSCLE OIL 


Q. I would like to make a heavy mus- 
cle oil, but don’t know what to use to 
increase the viscosity of almond oil. I 
would also like to manufacture a face 
mask similar to the one attached. 
F. S., Switzerland. 


\. To make your sweet almond oil 
heavier, add either a heavy mineral 
oil or castor oil to suit your taste. 
Most people use castor oil for this 
purpose. As for the face mask, we 
cannot undertake the analysis of the 
sample sent. It is apparently based 
Formulating the product 
from latex is your worry, not ours. 
You might get in touch with some 
consulting chemist who is able to de- 


on rubber. 


velop such a product for you. It is 
rather a specialty. 


194.—FINGER WAVE LOTION 


Q. Among other preparations we are 
making a finger wave lotion. We treat 
Karaya gum, and offer it both in 
liquid and powder form. Can you ad- 
vise us on the treatment of Karaya 
with sodium hydroxide?—P. E., Ohio. 
A. Dissolve some standard amount 
of sodium hydroxide in alcohol. Place 
your gum in suspension in another 
amount of alcohol. Add the hydroxide 
solution to the gum until phenol- 
phthalein just turns pink, indicating 
that all the acetic acid in the gum 
has been neutralized. If you prefer, 
you can add some certain amount of 
this alcoholic alkali solution, instead 


of sufficient to neutralize it. The alka- 
lized gum, or neutralized if you wish, 
is then either dried and sold as pow. 
der, or suspended in water. The re- 
sulting slimes are said to be stringy. 


195.TALC—COLD CREAM MIXER 


Q. 1 am enclosing a sample of tale 
which passed through a 300 mesh 
screen, after grinding. I can obtain 
it from a local mine and am wonder- 
ing tf it is suitable for talcum and 
face powder. Also, is a 410 r.p.m. 
portable mixer suitable for making 
cold and vanishing cream? — B. A., 
Georgia. 


A. The sample you sent feels coarse 
and is decidedly off color. We doubt 
if it would be useful either in talcum 
or face powder. Ordinarily we use a 
faster mixer for making cold cream, 
and rarely ever use this type for van- 
ishing cream. 


196.—STEARATE CREAMS 


Q. Our attempts at a stearate and 
monostearate cream have resulted in 
heavy, nonpourable 
masses capable of absorbing unlim- 
ited amounts of water without thin- 


semi-liquid, 


ning out. Homogenizing gives a heav- 
ier cream. A formula for beauty milk 
in July 1936 American Perfumer gave 
us anything but a milk, unless your 
milk across the line is better than the 
Canadian product.—B. J., Manitoba. 


A. The article in the July 1936 Amer- 
ican Perfumer was written by a high- 
ly qualified British cosmetic tech- 
nician; the milk in England may be 
entirely different from either that in 
the States or in Canada. Mr. Charlton 
mentions several formulas, some of 
which we have tried and found use- 
ful. You don’t tell us which formula 
mentioned was the phony. But we can 
tell you that if you use over 2% gly- 
ceryl monostearate in a liquid cream, 
you may not be able to pour it. You 
might check this, and if we can help 
you further, let us know. 
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WHATEVER THE TYPE OF POWDER HELFRICH’S 
EXACTING AND ADVANCED STANDARDS WILL INCREASE 
YOUR SALES AND SAFEGUARD YOUR REPUTATION 
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manner. . . manufactured under super-sanitary conditions . . . and 
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Sold in bulk, filled in your boxes, or in complete individual 


package units —all ready for you to sell to consumers. 


We suggest you send for samples and make Wel Moh ti maeli) ol Lite E 
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We make aL brand cosmetics exclusively. 
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We do not compete with those we serve. 


rouge compacts ecreme rouge etace powder 


powder compacts e eye shadow e cosmetique 


HELFRICH Laboratories 


HELFRICH LABORATORIES ° 564-570 West Monroe Street ° Chicago CABLE ADDRESS: HELFLABS, NEW YORK « CHICAGO ° TORONTO 
HELFRICH LABORATORIES OF N.Y.C. Inc. « 30-34 West 26th St. « New York BALDWIN & BALDWIN e 819 Santee Street ° Los Angeles, Calif. 
HELFRICH LABORATORIES OF CANADA, Ltd. . 690KingSt. « W. Toronto, Ont. CHARLES H. CURRY + 420 Market Street e San Francisco, Calif. 
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TECHNICAL 


Soap Foam—The measurement of 
soap foam is described in Seifensieder 
Ztg., 60, 1020, 1936. The Lederer ap- 
paratus is used to measure the foam 
of four soap preparations. Results 
indicate that they are reproducible. 
Tables accompany the article. 


ak 


ar 


Brushless Shaving Creams — These 
are reviewed in Chemist & Druggist, 
126, p. 702, 1937. These are stearic 
acid soaps containing additional ma- 
terials such as wetting agents, cetyl 
alcohol, oils, etc. An acid reacting 
shaving cream is desirable. Other ad- 
vantages of this type product are 
given along with formulas and meth- 
ods of manufacture. 


al 


Glycerine Substitutes—C oncen- 
trated solutions of sodium and po- 
tassium lactates are used as glycerine 
substitutes in Germany. Perglycerine 
and perkoglycerine may be used in 
place of glycerine for dermatological 
preparations. Toxicity is negligible, 
according to Suddeuts. Apoth. Ztg. 
thru Quart. J. Pharmacy & Pharma- 
cology, 10, p. 278, 1937. 


ol 


Soaps—The behavior of soap so- 
lutions and wetting agents on a semi- 
permeable membrane of cellophane 
shows that there is greater dialysis 
of potassium soaps of lauric and my- 
ristic acids than of the potassium 
salts of palmitic stearic, oleic, linol- 
eic and ricinoleic acids. This pene- 
tration yields information of the hy- 
drolytic splitting of various soaps. 
From this, it is suggested that the ir- 
ritation caused by low molecular 
weight fatty acid soaps, cannot be 
due to hydrolysis. With fatty alco- 
hol sulphates and fat acid condensa- 
tion products the dialysis capacity 
increases with decrease in size of the 
molecule. Fette u. Seifen 44, 298, 
1937, thru Oil & Soap. 

ab 


* 


Face Powder—G. S. Collingridge 
in Mfg. Perfumer, October, 1937, p. 
209, gives the following functions of 
face powder: a) covering power, 
b) absorbency, c) adhesiveness, d) 
slip, e) bloom and f) cosmetico-der- 
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ABSTRAGTS 


matological suitability. Agents giv- 
ing a face powder these properties 
are listed. Formulas for finished 


products are included. 


ab 
Hormone Creams — Composition 
and method of formulating hormone 
creams are described in Reichstoff- 
industrie, 12, 222, 1937. Trade 
named hormonal materials are An- 
drodermin, Gynodermin and Hormo- 


dermin. Recipes for several kinds of 
hormone creams are given. 


ak 


a 


Cosmetics—The progress of cos. 
metics, according to Frank Atkins in 
P.E.O.R., 28, p. 364, 1937, brings 
forth ingredients such as sodium al. 
ginate, methyl cellulose, bentonite, 
preservatives of the p-hydroxyben. 
zoic acid type, ti-tree oil, glycerine 
substitutes, fatty alcohols and their 
sulphonates, glycerol mono-stearate, 
and absorption bases. A description 
of each, along with suggestions for 
use are given. 


Late Trade Mark Rulings 


by HOWARD S. NEIMAN * 


Three decisions recently rendered 
by the Examiner of Interferences and 
the Commissioner of Patents, briefly 
summarized, follow: 


Jourdain Infringes Jourdeau 


Jean Jordeau, Inc. brought an op- 
position proceeding against Jourdain, 
Inc. upon the ground that the use of 
the trade-mark “Jourdain” by Jour- 
dain, Inc. is an infringement of the 
trademark “Jordeau” of Jean Jordeau, 
Inc. and the Examiner of I[nterfer- 
ences has held that the word “Jour- 
dain” is confusingly similar to the 
word “Jordeau” and that, therefore, 
Jourdain, Inc. is not entitled to the 
registration of its trade-mark “Jour- 
dain”. 


No Confusion in Use of Lamb 


In an opposition proceeding brought 
by The Hygienol Co., Inc. against 
Jeanette Powder Puffs, Inc. relative to 
the use of the latter of the Repre- 
sentation of a Lamb upon its powder 
puffs, the Assistant Commissioner of 
Patents has held that there is no con- 
fusion between the trade-marks of 
these respective companies. 

The trade-mark of The Hygienol 
Co., Inc. consists of the word “Hy- 
gienol” with a Representation of the 
Head and Shoulders of a Lamb. The 
trade-mark of Jeanette Powder Puffs, 
Inc. consists of the words “Fleecy 
Fluff’ with the representation of a 
Lamb in a Leaping Position. 


* Patent and Trade Mark Editor. 


The Commissioner of Patents states 
that the representations of the lamb 
as used by the parties might suggest 
quality either with or without sug- 
gesting a source of supply of the 
goods and, in his opinion, consider- 
ing both marks in their entirety, there 
is no confusing similarity between 
them. 


“Next” and “Neet’’ Not Confusing 


Affiliated Products, Inc., owners of 
the trade-mark ‘“Neet”, which has 
been registered in the United States 
Patent Office for an antiseptic lotion 
for use as a depilatory and for depil- 
atories and anti-perspirants, brought 
an opposition against 
Crazy Water Co., which company has 
applied for registration for the word 
“Next” for shaving cream and shav- 
ing, toilet, and bath soaps. 


proceeding 


The Commissioner of Patents has 
held that shaving cream and depila- 
tories are merchandise of the same 
descriptive character, but that as the 
word “Next” is a word in common 
use by everyone having a speaking 
knowledge of English, and the word 
“Neet” is obviously mis-spelling the 
equally common word “Neat”, and 
the differences between the 
goods to which they are applied and 
the well-known definitions of the two 
words are sufficiently dissimilar to in 
sure against any reasonable likeli- 
hood that confusion will result from 
their concurrent use. 


hence 
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Here is an exceptionally fine Lily of the 
Valley in its own right — with a delicate 
note that simulates the fresh blossom 
with remarkable fidelity. Its true flowery 
character is maintained from the very in- 


ception, through all stages of evaporation. 


To create a Lily of the Valley which is 


a credit to your house and certain of 








allen perfume 







by the House of Verley 


acceptance in your trade, start with 
Myonal Summus. Write today for 
working sample and prices. We will be 
pleased to submit special formulae using 
Myonal Summus as a perfume ingredient 
for extracts, creams, powders, or which- 
ever cosmetics you are most interested 


in. Use it also for a fresh, spring- 


like note in any bouquet composition. 


Albert Verley aromalich- 


ALBERT VERLEY, INC., D. A. Bennett, President, 1621 Carroll Avenue, Chicago, Illinois 


114 E. 25th Street, New York ° 





Mefford Chemical Co., Los Angeles 


IMPROVING PRODUCTION 


By RALPH H.AUCH,A.B.,Ch.E. 


TRADE JOURNALS & BOOKS 


Apropos of foreman training is the 
matter of trade journals and books. 
Large organizations usually provide 
Small 


ones are often hard put to get em- 


a library and reading room. 


ployees to do collateral reading. The 
answer is to make it easy if not man- 
datory. Magazines can have route 
sheets attached with “date of re- 
ceipt” and “date of forwarding” 
columns to insure active circulation. 

Those trade journals of particular 
interest and wide circulation within 
the organization get quite old before 
they make the rounds. Two, three 
or more supscriptions of these should 
be bought and the route list broken 
up into a corresponding number. 
The cost is small and a usable idea 
or two a year covers this cost many 
And this is no plug for 
trade journals either. We have long 
provided all trade journals even re- 
motely touching our industry and 
packaging and included all foreign 
ones published in English for our 


times over. 


supervisory staff. 


MACHINE CHANGES 
cartoning 
product 


One manufacturer of 
effects size or 
changes by substituting 
units that have a positive location. 
The first cost is obviously higher but 
this eliminates fine and repeated ad- 


machines 
complete 


justments until the new size or prod- 
uct is running properly and effici- 
ently. 

Would that other manufacturers of 
packaging equipment would “go thou 
and do likewise.” Certainly this pro- 
cedure would lift a burden from the 
production man and more particular- 
ly the maintenance foreman. 

Until the millenium 
must go on as we have for years. 
Fixtures, mandrels, 
even scratch marks on the machine 
itself have been resorted to wherever 


arrives we 


templates and 


possible as aids in correct settings of 
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the various parts for different sizes 
and products. These have reduced 
change-over time and, of more im- 
portance, reduced lost machine time 
and the attendant period of reduced 
efficiency. 


FOOLHARDINESS 


Needing a toothbrush we dropped 
into the corner drug store to make 
the purchase. Our favorite with water 
proof bristles was carrying a free 
tube of tooth paste carrying the same 
brand name. The brush was of the 
usual excellent quality—the tooth 
paste positively terrible. 

The tube was small for the claimed 
25c retail. The excipient had softened 
the tube enamel in spots to the point 
where the plain tin was exposed. This 
was due to careless smudgy filling 
of course. 

The tooth paste has not yet been 
analyzed. Cursory examination, how- 
indicates it is loaded with 
starch paste, the abrasive is present 
in deficient amount and of low quali- 
ty while the flavor is predominantly 


ever, 


anise suggestive of dime store quality. 

The guess is that this product is 
made as cheaply as some private 
label knows how to produce it. It 
is no credit to the merchandiser of 
the tooth brush—a liability rather 
than an asset. An 


muffed! What a pity. 


opportunity 


MACHINE LABELING 


A capable production man who 
applies over a million labels a day 
by hand visited us to see our battery 
of seven automatic labelers in op- 
eration. He and his employer felt 
their labels could not be handled by 
machine but he went away apparently 
convinced to the point of trying out 
machine labeling. 

A phase of machine labeling often 
not given sufficient attention is the 
A lengthy article 
could be written on the subject so 
this can be suggestive only. The best 
consistency of the glue for any given 
label stock and container should be 


matter of glue. 


accurately determined and then main. 
tained by careful preparation by 
weight rather than by guess. [ft 
should be mixed by mechanical stir. 
ring. 

An entirely different glue may be 
required for one job than for an. 
other. A high initial tackiness is re. 
quired on a slender cylindrical con. 
tainer using a heavy paper stock 
or varnished or lacquered label while 
on a flat surface this may not be 
required. 

The thinnest possible film is gen- 
erally best. To facilitate spread and 
penetration, wetting agents incorpo- 
rated in the glue are often helpful. 
They must be chosen with utmost 
care to avoid any adverse effect on 
the glue itself. 

Water should never be used to thin 
the glue and replace evaporative loss, 
It should be thinned with a thin solu- 
tion of the same glue. To minimize 
evaporative covers 
should be made as they are not ordi- 
narily provided by the labeler manu- 
facturer. 


loss, glue pot 


POWER DRIVEN HAND LABELERS 


Small power driven hand labelers 
or gluers have a place even in the 
plant where automatic or semi-auto- 
matic labeling is standard practice. 
They will conserve time in affixing 
size or shade or other desired seals 
on cases as well as the shipping 
labels. They will handle short runs 
of bottle and jar labels regardless of 
size or shape or quality of paper 
stock. 

Where an operator uses this type 
of labeler in a sitting position the 
machine merely resting on the table 
throws the feeding, i. e., gluing oper- 
ation, right up under the shoulder. 
This is very tiring and can be obvi- 
ated by cutting a hole in the table 
and resting the device on a hanging 
shelf so that the feed and discharge 
are at or just above the table top. 
Currently we are using some seventy 
with entire satisfaction although the 
regular labeling is done on fully 
automatic Inabelers. 
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On display—in the home—the “punch” 
of a well-designed container gives a prod- 
uct appeal—enhances the quality—builds 
confidence. 

That’s why Owens-Illinois STOCK 
MOLD Salespackages are so much in de- 
mand by progressive concerns. Treated 
with individual label, closure and carton, 
which O-I can help you design . .. your 
product becomes a real selling-unit with 
a PERSONALITY all its own. . . Owens- 
Illinois containers have been re-engin- 
eered in the modern trend to offer greater 
efficiency, lighter weight and handsome 
designs. Owens-Illinois Glass Company, 
Toledo, Ohio. . . Branch offices in most 
principal cities. 





NEWS AND EVENTS 


Endocreme Sues Medical 
Ass’n for $1,000,000 


Hiresta Laboratories, 
Inc., New York City, makers of Endo- 
creme, have filed suit against the Amer- 
ican Medical Association and Dr. Mor- 
ris Fishbein, editor of the American 
Medical Journal charging conspiracy 
and libel and asking $1,000,000 dam- 
ages. 

The action is the result of the publi- 
cation in the April 8, 1938, issue of the 
journal of an editorial, warning against 
the use of Endocreme, and also released 
to the public press of an abstract of the 
allegedly libelous editorial. 

The complaint, through Attorney Max 
D. Steuer, says that estradiol, the ac- 
tive ingredient in Endocreme, has been 
in medical use for many years. and that 
it is manufactured by the Schering cor- 
poration, a company with a national 
reputation in the hormone therapy field. 
It is further charged that the medical 
association and Dr. Fishbein ignored 


the experimental data furnished by the 


Schering organization. 

Before Endocreme was put on the 
market, says the complaint, it was 
tested on at least 550 women; samples 
were distributed among physicians who 
made tests with patients, and no report 
was made that any woman had _ been 
harmed in any way. 

In addition, Endocreme was given a 
clinical trial at an institution before it 
was marketed, on fifty women under the 
supervision of a physician, the com- 
plaint states, and no deleterious local 
effect was encountered by any individ- 
ual using the cosmetic. 

Early sales of Endocreme, it was 
stated, caused its manufacturers to an- 
ticipate a 1938 business of $50,000 a 
month. The alleged conspiracy of the 
defendants, says the complaint, has de- 
stroyed practically all its sales. 

The complaint also charges that: 

The defendants well knew that clini- 
cal and other tests had been conducted 
at great length upon human _ beings 
with estradiol and other estrogenic com- 
pounds over a period of many years and 
that in no written published medical 
literature had the claim ever been made 
that such estrogenic compound, includ- 
ing estradiol, ever caused cancer in a 
human being; that such experiments 
made on rats were cited by the defen- 
dants in said press release and in said 
editorial in the furtherance of their said 
alleged wrongful and unlawful con- 
spiracy, wholly for the purpose of at- 
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tempting to bolster and support their 
vicious and defamatory statements and 
inferences, knowing full well that said 
experiments and the reports thereof 
were wholly irrelevant, immaterial, and 
improper to the inferences and false 
statements which were made in the said 
press release and in said editorial. 


E. H. Little, Farm Boy, 
New Colgate President 


E. H. Little has been 
elected president of the Colgate-Palm- 
olive-Peet Co. S. Bayard Colgate has 
been re-elected chairman of the board 

of directors and 

the other members 

of the board elect- 

ed by the stock- 

holders are: G. F. 

Adamson, W. R. 

Basset, W. Gibson 

Carey, Jr., Gilbert 

Colgate, Henry A. 

Colgate, R. B. Col- 

gate, Russell Col- 

gate, J. A. Coule- 

E. H. Little ter, W. B. John- 

son, A. J. Lansing, 

George W. Merck, C. S. Pearce, A. W. 

Peet, H. W. Remington, Norman F. S. 
Russell and E. H. Little. 

Mr. Little, newly elected president, is 

a native of Charlotte, N. C. Since 1933 

he has served as vice-president in 

charge of sales and advertising. During 

that time the sales increased from $62.- 

000,000 to $100,000,000 in 1937. Mr. 

Little was the son of a farmer and be- 

gan in 1902 as a salesman for soap and 

toilet articles for the old Colgate Co. 

In 1906 he was sent to Memphis, Tenn. 

as district sales manager. In 1910 he 

resigned on account of ill health and 

went to Denver, Colo. to regain his 

health. While there he was married to 

Miss Suzanne Trezevant of Memphis. 

In 1914 he had recovered his health 

and joined the Palmolive Co. as Pacific 

coast sales manager. In 1919 he went 

to New York as district manager and 

later as divisional sales manager. In 

1924 he was called to the home office 

in Chicago as assistant general sales 

manager and in 1924 was made general 

foreign trade manager. Foreign sales 

were not large and he therefore spent 

seven years traveling abroad, organizing 

subsidiary manufacturing companies 

and reorganizing sales forces and fitting 

the products to the needs of the various 

countries. Foreign sales grew measur- 

ably and it is stated that today Palm- 


olive soap is the largest selling toilet 
soap in the world. In March, 1933, he 
was made vice-president of the company 
in charge of sales and advertising. 


Entire Space in Cosmetic 
Building Under Contract 


The entire exhibit 
space of 13,046 square feet in the Cos- 
metics Building of the New York 
World’s Fair has been taken over under 
contract for $168,032 by Perfumery 
and Cosmetics Exhibits, Inc. 

The building’s design will suggest 
colorful containers for the products to 
be exhibited, and the focal display will 
be a “Fountain of Beauty” designed by 
Donald Deskey. The cost of the build- 
ing, largely of glass, will be $200,000. 

The contract for the building area 
was signed by Grover Whalen and 
Herman L. Brooks, president of Per- 
fumery and Cosmetics Exhibits. 


Imported Perfume Increases 
Domestic Perfume Declines 


Comparative census 
figures of imports for finished perfumes 
and toilet preparations show increases 
in value from 1934 to 1937 as follows: 


1935 1936 1937 

Perfume 

materials $1,477,914 $1,580,047 $1,882,283 
Bath salts 4,393 3,560 2,582 
Perfumery 

bay rum 

and toilet 

water 
Cosmetics, 

powders, 

creams, 


etc. 181,537 


562,218 515,356 501,156 


171,985 190,294 


Perfume materials it is stated refer to 
compounds, etc. to which a solvent is 
added in the United States, before the 
product is bottled. 

There are no figures for domestic 
made perfumes and toilet preparations 
for the years 1936 and 1937. However 
the census of manufactures for the 
years 1929, 1931 and 1935 give the to- 
tal values of perfumes and toilet waters 
as follows: 


1929 1931 1935 


Perfume $19,197,844 $10,350,722 $8,132,838 
Toilet 


Water 8,264,132 4,652,993 3,330,441 


At best the foregoing figures are not 
a sure indication of the trend because 
of the varying business conditions. Fig- 
ures for the years 1936 and 1937 may 
show the swing of the pendulum in the 
other direction. 
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SWITZERLAND 
Manufacturers of 


HIGH GRADE PERFUMERY RAW MATERIALS /or the 
OUAP, PERFUMERY & COSMETIC INDUSTRY 


PLEASE 
ASK FOR SAMPLES 
OF OUR 
LATEST 
CREATIONS 


LILY OF THE VALLEY 
LILAC > FOUGERE + GHYPRE * ROSE > VIOLET 


From our representatives for the United States 
ORBIS PRODUCTS CORPORATION 
215 PEARL STREET NEW YORK CITY, N. Y. 


Or from our representatives for the Dominion of Canada 
GERALD JOHNSON, - M. —_— & COMPANY 


110 CHURCH STREET - TORONTO 
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Party Given for 
Mary Pickford 


Upon her arrival from 
Europe, Miss Mary Pickford, president 
of Mary Pickford Cosmetics, Inc., was 
honored with a cocktail party on May 4 
at the Hampshire 
House, New York 
City. This party 
was held to give 
Miss Pickford an 
opportunity to 
meet the fashion 


and beauty editors 
with whom she de- 
sired to 
acquainted. Many 
ot Miss Pickford’s 
personal friends 
from the theatre 
were also present, including Fredric 
March and Florence Eldridge, Gertrude 
Jeanette MacDonald and 
Gene Raymond, Ina Claire, Rudy 
Vallee, Mr. and Mrs. Paul Whiteman, 
Mr. and Mrs. Eddie Cantor, and Benny 
Goodman. 

The Mary Pickford cosmetics are now 
in preparation and will be on sale in 
the early Fall. Harold J. Emptage, 
formerly associated with Andrew Jer- 
gens & Co., is vice-president and gen- 
eral manager of the company. 


become 


Mary Pickford 


Lawrence, 


Cut in Cosmetic Tax 
Removed from Bill 


The conference of 
the Senate and House on the pending 
revenue bill has rejected the Senate 
provision to eliminate the tax on toilet 
articles sold by manufacturers for 9 
cents each or less. 


No Depression in Soap 
—Deliveries Up 37% 


Shipment of soaps in 
the first quarter of 1938 showed a dis- 
tinct advance over the final quarter of 
1937. The total deliveries were 37.1% 
in excess of the final quarter of 1937 in 
pounds. In dollars the increase was 
26.9% according to the Association of 
American Soap & Glycerine Producers, 
Inc. 


Cease and Desist Orders 
by Federal Trade Commission 


Cease and desist or- 
ders have been issued by the Federal 
Trade Commission against Dermolav 
Laboratories, Inc., New York City, 
which were directed to discontinue mis- 
representing the curative properties of 
Dermolav Liquid, Dermolay Method 
and Dermolav Scalpfood and the safety 
with which they may be used; and 
against Van Ogden, Inc., Chicago. The 
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latter was directed to discontinue rep- 
through use of the word 
“Doctor” or in any other manner that 
soaps, toilet articles and food flavors 
are made in accordance with the pre- 
scription or under the supervision of a 
doctor and to discontinue designating 
any food flavor as an extract unless and 
until the product is composed of genu- 
ine ingredients suspended in ethyl al- 
cohol. 

Stipulations to cease and desist from 
false and misleading advertising have 
been entered into with the following: 


resenting 


Clara Stanton, Denver, bust developing 
cream; Dr. Johann Strasska, Inc., Los 
Angeles, tooth paste; Enoch Morgan 
Sons Co., New York, powder and toilet 
soap; Chesebrough Mfg. Co., New 
York, hair tonic; Skol Co., New York, 
treatment for sunburn; Iodent Chemical 
Co., Detroit, toothpaste; Georgia O. 
George Laboratories, Los Angeles, hair 
dressing; Bear Crest Co., Los Angeles, 
tooth powder; A. Winarick, Inc., New 
York, hair tonic. 


Ely Culbertson to Market 
Josephine Culbertson Cosmetics 


Culbertson’s Cosmet- 
ics Inc. has been organized with a New 
York state charter to manufacture and 
sell cosmetics for the care of the hands 


Josephine Culbertson Ely Culbertson 


made from formulas developed by Mrs. 
Josephine Culbertson, the bridge ex- 
pert. The officers of the company are 
Edgar E. Kahn, president; Ely Culbert- 
Arthur C. Ernest, 
vice-president and sales manager. The 
factory and executive offices will be at 
30 W. 26 St., New York City and the 
showroom at 347 Fifth Ave. 

The new enterprise is being launched 
by a novel selling idea through a bridge 
of the month club. Any one is invited 
to join and receive a home study and 
playing course of four lessons of self 
instruction in bridge at home. Each per- 
son enrolling purchases a bottle of 
Josephine Culbertson’s hand beautifier. 
Only one store in each city will be nom- 
inated the exclusive bridge club head- 
quarters. Gussow-Kahn, 200 Madison 
Ave., New York City will handle the 


advertising for the new company. 


son, director and 


Drug Industry Building 
at New York World’s Fair 


An _ ideally located 
building, containing about 30,000 square 
feet, has been set aside by the World’s 
Fair Corp. for the drug industry as a 
result of a confer- 
ence arranged by 
the Drug, Chemi- 
cal and Allied 
Trades Section of 
the New York 
Board of Trade 
with the Fair off. 
cials. 

Joseph A. Huis- 
king of Charles L, 
Huisking & Co. 
has been named 
temporary chair- 
man of the organization committee, and 
it is proposed that all branches of the 
industry be invited to participate. Such 
representation would include the drug 
store, history of pharmacy and related 
products, scientific research in drug 
and allied industries, manufacture of 
crude drugs and raw materials, import- 
ers and processors of essential oils and 
botanical drugs, manufacture of stand- 
ard packaged drug products, manufac- 
ture of pharmaceuticals and light chem- 
icals, drug store sundries and service. 


Jos. A. Huisking 


Manufacturers Obtain 
Fair Trade Injunctions 


Coty Sales Corp. 
Yardley & Co., Wildroot Co. and Jer- 
gens Woodbury Sales Corp. have ob- 
tained injunctions against retailers for 
selling their products at prices lower 
than the minimum resale prices named 
in fair trade contracts. 


Cardinal Sells 100,000 
Perfume Bars in Two Months 


Cardinal Parfums, 
Inc., New York City, which has been in 
business for five years, introduced the 
Cardinal personal perfume bar consist- 
ing of three dram bottles of Gardenia, 
Chypre and a Bouquet perfume March 
l of this year. The bottles are set in a 
neat metal holder with a small padlock 
on one end. The bar complete retails 
for one dollar. Within two months after 
the Tantalux personal perfume bar, as 
it is called, was introduced over 100,000 
have been shipped. 

The personal perfume bar is a devel- 
opment of Samuel Schein, president and 
treasurer who was one of the first, if 
not the first, to offer perfumes on metal 
display stands for retailing through de- 
partment and chain stores. Mr. Schein 
is in charge of sales and Abe Altman, 
vice-president, is in charge of produc- 
tion. The company recently moved to 
enlarged quarters at 40 W. 27 St. 
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A SENSATION IN 
SURGICAL DRESSINGS 


A TRIUMPH OF 
MODERN PACKAGING 


NEW RITCHIE PACKAGES HELP BAUER & BLACK TO INTRO- 
DUCE FIRST AND ONLY STERILIZED ADHESIVES—WIN 
INSTANT APPROVAL FROM DEALERS AND CONSUMERS ALIKE! 


Bauer & Black Handi-Tape and Adhesive are the first 
and only adhesive tape bandages to be successfully 
sterilized! The development of an adhesive that will 
withstand sterilization in live steam at 240° Fahren- 
heit marks an outstanding step in surgical dressing 
history. An outstanding packaging triumph is Ritchie’s 
creation of packages for these products that can not 
only withstand the heat and pressure of sterilization, 
but that can be simply and economically sealed before 
sterilization and then conveniently opened by the con- 
sumer. Working closely together, Bauer & Black and 
Ritchie have made possible the marketing of a product 
which most chemists said was beyond achievement. 


This is one example of how Ritchie’s design inge- 
nuity and 72 years of packaging experience work 
to the advantage of manufacturers in practically 
all fields. Every year products ranging from auto 
accessories through cosmetics to watches gain new 
sales and merchandising value with a Package by 
Ritchie. Have you a packaging problem? 


Set-up Paper Boxes—Fibre Cans 


Here are Ritchie’s solutions of this difficult and 
unusual packaging problem. The bandages are 
sold double-sealed and sterilized in these attrac- 
tive, air-tight containers — containers in which the 
products are unexposed and untouched until used 
by the buyer! Yet all he need do to break the seal 
is give an easy pull on the handy thread which 
encircles each package — no mechanical openers 


or key gadgets of any kind required! 


SEO an 


—— > 


W. C. RITCHIE AND COMPANY - 8845 BALTIMORE AVENUE - CHICAGO 


WHEW YORK DETROIT CINCINNATI LOS ANGELES ST. LOUIS ST. PAUL DENVER 
May, 1938 67 





Imports and Exports of 
Essential Oils in 1937 

According to a mem- 
orandum issued by C. C. 
chief of the Chemical Division of the 
Commerce Department, in 1937 the 
United States imported a total of 7,064.- 
000 pounds of essential oils valued at 
$5.457.000. The value of essential oils 
imported in 1936 was $4,738,000. Our 
exports of essential oils, not including 
pine oil, totalled 2,235,000 pounds 
valued at $2.647,000. Peppermint ac- 
counted for about one-third of the fore- 


Concannon, 


going exports. 


Dr. Guenther’s Lectures 
Enthusiastically Received 


Since his entertaining 
lecture and picturization of “African 
Essential Oils’ in New York several 
weeks ago, Dr. Ernest Guenther, chief 
research chemist 
of Fritzsche Broth- 
ers, Inc. has pre- 
sented this same 
program for the 
benefit of large 
audiences in Bos- 
ton, Detroit, Chi- 
cago, St. Louis 
and at several pri- 
vate showings. The 
Boston 
was attended by 
an enthusiastic 
group of more than one hundred and 
forty executives and chemists, repre- 
senting half a different Bay 
State industries. After this meeting 
there were numerous requests for a 
re-showing. 

The Detroit presentation which was 
held under the auspices of The Allied 
Drug and Chemical Association of 
Michigan, attracted close to one hun- 
Detroit and 
blizzard 


meeting 


Dr. E. Guenther 


dozen 


dred representatives of 
Windsor 


weather. 


concerns despite 

Vying with these earlier showings, 
Dr. Guenther’s lecture in Chicago. on 
April 12, drew the largest attendance 
of any meeting to date. More than 
two hundred guests, representative of 
drug, perfume, cosmetic, food, bever- 
age. confectionery and other industries 
attended the lecture. Dr. Guenther’s 
easy conversational presentation of his 
subject, accompanied by six reels of 
motion pictures, all magnificently pho- 
tographed in natural, brilliant color, 
left his audience with the distinct feel- 
ing that they had actually been on 
African soil, mingling with its primi- 
tive peoples, flying over its deserts and 
rugged mountains, witnessing the grow- 
ing and the gathering of plants and 
flowers from which are derived many 
of the materials they know simply as 
“Essential Oils”. 
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During the buffet refreshments which 
followed there was every evidence of 
their enthusiasm for Dr. Guenther’s 
splendid accomplishments and appre- 
ciation to Fritzsche Brothers, his spon- 
sors, for having afforded Chicago busi- 
ness men this opportunity to see and 
hear about the interesting develop- 
ments now going on in far away Africa. 

Dr. Guenther’s audience in St. Louis, 
while not as large as Chicago’s, was 
equally enthusiastic. 


Marking Cosmetics Under 
New York State Law 

All package 
liquid or solid must be marked with the 


contents under the law of New York 
state and of other states which are now 


aceds 
Loot ° 


being rigidly enforced. 

The New York statute provides that 
all commodities not in containers which 
shall be sold or offered for sale by 
standard net weight, standard measure 
or numerical count must be marked 
with such net weight, measure or count 
on the package or on a label or tag 
attached thereto. Liquids containing 
two fluid ounces or less need not be 
marked in New York state nor in the 
case of solid materials when the weight 
of the contents is three avoidupois 
ounces or less. Pending federal legis- 
lation regulating the sale of cosmetics 
carries provisions providing for com- 
pulsory marking of contents on the 
packages. 

Here are the general regulations as 
to the marking. 

(a) “Variations in all commodities 
shall be as often above as below. 

(b) All| markings on 
must be on the top or side and must 


containers 


not be covered or obscured in any way. 

(c) Commodities in containers must 
furnish name and address of the manu- 
facturer or producer in addition to the 
net quantity. 

(e) Whenever markings are _pre- 
scribed by the regulation to be in type 
of various sizes or kinds, writing or 
other method of marking will be per- 
mitted, provided, it is equal in clear- 
ness and conspicuousness to the meth- 
od of marking prescribed. 

(f) In connection with the weight. 
measure or numerical count, no quali- 
fying word, phrase, or clause shall be 
used; a statement such as “minimum”, 
than”; 
packed” or a statement that the con- 
tents are “over” a certain amount, or 
a statement that the contents are “be- 
tween”, certain limits, is not permissi- 
ble. 

(g) Contents shall not be stated by 
numerical count, unless the commodity 
so sold is in definite units. 

(h) Markings may be in terms of 
the metric system, anything in these 


“not less “average”, “when 


regulations notwithstanding. where the 
commodity so marked is customarily 
bought and sold by metric weight or 
measure. 

(i) The quantity of liquid commodi- 
ties shall be stated in terms of liquid 
measure, unless such commodity is cus. 
tomarily bought and sold by weight, 
in which case the quantity should be 
stated in terms of weight.” 

With regard to soap, the regulation 
is: 

“Soap may be sold by numerical 
count and the count shall be full count, 
When sold by weight, the weight shall 
be the actual weight at the time of de- 
livery.” 

\pparently therefore a statement as 
to the number of cakes would appear 
to comply with this regulation. 


Dr. Victor Fourman Lectures 
On Perfuming Creams and Soaps 


Some of the problems 
in connection with the perfuming of 
soaps and saponified creams were out- 
lined by Dr. Victor G. Fourman in a 
lecture given April 
28 before the class 
in cosmetic chem- 
istry conducted at 
the Brooklyn 
College of Phar- 
macy by Dr. Her- 
man Goodman. 

Dr. Fourman 
cautioned against 
the improper use 
of aldehydes, 
Be. Wetie Geneon which he indicated 

are safely used in 
perfumes and toilet waters but may 
have a tendency to cause discoloration, 
instability and irritability in soaps and 
saponified creams. His statements were 
amplified by the use of illustrations and 
actual samples of soaps and creams. 

Dr. Fourman paid tribute to the per- 
fumer not only for his creative art but 
for his contributions to the field of 
chemistry. 


Mark of Origin Abbreviation 
for French Importations 


The mark of origin 
problem which has been a source of ir- 
ritation for \ merican 
goods in France has been much simpli- 
fied. Henceforth the use of the abbre- 
viated terms “Made in U. S. A.” “Print- 
ed in U. S. A.” or simply “U. S. A.” 
can be used as a substitute for the full 
name “United States of America” as an 
indication of American origin in the 
case of all goods affected by the decrees 
published in accordance with the law 
on marks of origin of April 20, 1932. 
This legislation covers the bulk of the 
products that are subject to French 
marking regulations. 


importers of 
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DIRECT FROM 
GRASSE, FRANCE 


P. ROBERTET & CIE. 


OFFER 


ABSOLUTE FLOWER OILS 


ACACIA MIMOSA SAGE CLARY 
JASMIN ORANGE FLOWER TUBEROSE 
JONQUIL ROSE de MAI VIOLET 


ALSO HEADQUARTERS FOR 
RESINOINES ESSENTIAL OILS MOUSSE DE CHENE 


(natural and incolore) (own distillation) (oak moss) 


ORRIS PRODUCTS FIXATIVES ROBERTET 


(all types) (own creations) 
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When Wholesalers May 
Sell Under Prices Fixed 


A wholesaler has a 
right to sell trade-marked products at 
prices under the wholesale-resale price 
fixed by the manufacturer in cases 
where the manufacturer, by means of 
special discounts or allowances, sells 
direct to retailers at a lower price than 
the wholesaler in turn may sell, ac- 
cording to a decision of Justice Koch 
in the New York Supreme Court in 
refusing an _ injunction 
Charles Green Sales Co. brought by the 
Gillette Safety Razor Co. The Gillette 
company sought to stop the wholesaler 


against the 


from selling its products for less than 
the resale price fixed by the manufac- 
turer for wholesalers. 


Drug & Chemical Section 
Begins Meetings 


Plans for meetings of 
the Drug, Chemical and Allied Trades 
Section of the New York Board of 
Trade to be held during the year were 
outlined at an organization meeting 
called by chairman W. D. Barry of the 
Meeting Committee at the Drug and 
Chemical Club April 11. Those pres- 
ent were Hugh Craig, Jerry McQade, 
Hugh Hutchins, Harry Bonham, Ray 
Schlotterer, W. J. Murphy, C. E. Kelly, 
T. H. Farrell, Ira MacNair and Philip 


| rir 


| 
| 


New branch office of Fritzsche Broth- 
ers, Inc,, located at 308 South 4th St., 
St. Louis, Mo., where essential oils, 
aromatic chemicals, perfume and 
flavoring raw materials are stocked 
for customers in the middle-west terri- 
tory. Franc A. Barada is in charge. 
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M. Dinkins chairman of the section. It 
was pointed out that the section is in a 
position to be of considerable value to 
the membership in aiding in the solu- 
tion of social and economic problems. 
Various subjects were discussed and it 
was decided to make social responsi- 
bility of management the theme of the 
first meeting. Accordingly on April 27 
at the Hotel Astor Hugh Craig as toast- 
master called the meeting to order and 
introduced Walter D. Fuller, president 
of the Curtis Publishing Co., and 
Charles P. McCormick, president of 
McCormick & Co., as guest speakers to 
discuss management-employee relation- 
ships. 


U. S. I. Acquires Rauh 
Synthetic Resin Business 


As part of its gen- 
eral program of expansion in the chem- 
ical field the U. S. Industrial Alcohol 
Co. has taken over the business for- 
merly conducted by Robert Rauh, Inc., 
manufacturer of synthetic resins. The 
Rauh firm was founded abroad in 1849 
and in 1912 was transferred to the 
United States when a plant was opened 


in Newark, N. J. 


Hockwald Chemical 
In New Building 


Hockwald Chemical 
Co., San Francisco, manufacturers of 
soaps, disinfectants, deodorants and 
many kindred products, recently moved 
into its new concrete building at 135 
Mississippi St., one of San Francisco’s 
industrial districts. When the company 
was established in 1902 by A. Hock- 
wald, it occupied 2,500 square feet of 
floor space. The progress of the com- 
pany made it necessary to regularly en- 
large its quarters, and now the new 
factory occupies 36,000 square feet, 
nearly fifteen times the area of the 
original factory. 

S. S. Hockwald and L. Hockwald, 
sons of the founder, joined the business 
in 1915 and are now directors of the 
company’s activities. H. A. Berliner, 
who started with the firm as an office 
boy, is sales manager, and V. Cronkite 
is in charge of the chemical laboratory. 


Food Materials Corp. 
Moves to Larger Quarters 


The Food Materials 
Corp., Chicago, manufacturers of basic 
flavoring materials, certified food colors, 
and specialties of an allied nature, has 
moved to new quarters at 2521-27 West 
48th St. The growth of the company 
in the past few years necessitated their 
taking larger quarters where increased 
manufacturing facilities are provided. 
Officers of the concern are R. J. Rooney, 


president, E. E. Feight, vice-president, 
and J. K. Breen, secretary. A New 
York City branch is maintained at 254 
W. 31st St. in charge of Percy T. Story, 
Representatives are located in Boston, 
Atlanta, St. Louis, St. Paul, Dallas, 
New Orleans and Los Angeles. 


Kramer Lectures 
In Brooklyn College 


Robert Kramer of Th. 
Goldschmidt Corp., New York City, 
gave an interesting lecture on Emul- 
sions before the cosmetic class con- 
ducted by Dr. 
Herman Goodman 
at the Brooklyn 
College of Phar- 
macy on the even- 
ing of April 14. 
Mr. Kramer point- 
ed out changes 
that are taking 
place in the manu- 
facture of creams 
and by means of 
graphic illustra- 
tions explained the 
meaning of pH and also the differ. 
ence between water-in-oil and _ oil-in- 
water emulsions. At the conclusion of 


Robert Kramer 


the lecture he answered numerous ques- 
tions and distributed samples of emulsi- 
fiers. 


Retailers and Manufacturers 
To Censor Advertising 


Retailers and _ toilet 
goods manufacturers have united in an 
effort to make a general survey of 
claims and statements in toilet goods 
advertising with a view to avoiding 
misrepresentation under the Wheeler- 
Lea act. A committee made up of the 
Vendor Relations Committee of the Na- 
tional Retail Dry Goods Association 
and representatives of the Toilet Goods 
Association will investigate advertising 
statements furnished by toilet goods 
manufacturers to retail stores and sug- 
gest changes where advisable. 

The first meeting was held May 4. 
Irving Fox offered a simple plan for 
self censorship. As the first step the 
most common types of misleading state- 
ments will be compiled to avoid neces- 
sity for complaint. 

The committee consists of: Curtis 
Campaign, Yardley, Inc.; Paul Vallee, 
Roger & Gallet; Paul Douglas, Bour- 
jois, Inc.; Hugh Mock, counsel, C. S. 
Welch, executive secretary and H. 
Gregory Thomas, of the Toilet Goods 
Association; W. F. Murtha, Blooming- 
dale’s Inc.; Ephraim Freedman, R. H. 
Macy & Co., Inc.; John Wood, B. Alt- 
man & Co.; Frank C. Stutz, director, 
Better Fabrics Testing Bureau of the 
N. R. D. G. A., Irving Fox and T. L. 
Blanke. 
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ON ARTICLES TOO HELPFUL TO BE MISSED. 


READ THIS LIST OF CONTENTS FOR A TYPICAL 
issUE OF ADVERTISING & SELLING 


COMICS. By James S. Tyler. Advertising & Selling investigates four- 
color comics, a rapidly growing medium which few advertisers seem yet 
to have exploited to its fullest. How it all began, how it was developed, 
and how certain of its leaders are using it today. 

ORGANIZING THE ADVERTISING AGENCY TRAFFIC DEPARTMENT. 
By Jack Flanagan (Production Mgr., William Esty & Co., Inc.) Valuable 
charts, forms, details for anyone who handles production work and must 
meet time schedules. 

IF | WERE A RADIO SPONSOR. By Nick Kenny. Ideas for advertisers 
from the mail and experience of New York "Mirror's" radio editor. 
UP WITH OBIE. By John Truscott. First of series of articles tracing 
career and achievements of Owen Burch Winters—whom, through his 
brilliant analyses of the public mind and versatile range of approaches 
and techniques, has become a national legend among advertising men. 
17th EXHIBITION OF ADVERTISING ART. Eight pages of comment 
and illustrations. 

CAN TRADE-SHOWS BE MADE PROFITABLE? By Ralph H. Lasday. 
Provides a yardstick for all who use or contemplate using space at trade 
shows. 

A SHORT COURSE IN ADVERTISING ANALYSIS. By Mark Wisemen 
(Director, The Laboratory of Advertising Analysis, New York.) Second 
installment. After studying surface factors in the March issue, this 
revealing, non-mystic quest for the secret of successful advertising turns 
to the inner "works" as efficiency determinents. A book on this subject 
by Mr. Wiseman will soon be published by Harper & Bros. under title 
"Before You Sign the Advertising Check." 

TODAY'S CREDIT POLICIES OF BUSINESS. What about credit sales 
volume in 1938? What about charge accounts? And what do these 
mean to advertising? 

ADVERTISING ON STAMPS. By C. C. Lance. Various forms of stamp 
advertising used in foreign countries. 


HOW WELL DO YOU KNOW YOUR ADVERTISING? S. H. Giellerup 
(Vice-Pres., Marschalk & Pratt, Inc.) Ten questions that may stump you. 


SEARS ROEBUCK SELLS A HAT. A two-page pictorial glimpse into this 


company's mammoth's business which is due almost entirely to catalog 
operations. 


PEELED EYE DEPT. Pertinent comments on current advertising whimsies. 
PROMOTION PARADE. A critical, stimulating appraisal of the best 
newspaper, magazine, radio, etc., promotion being produced each month. 
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BE LEFT BEHIND 


Are you being left behind? . . . Nearly 
1,500 new subscribers since January ist. 
This stampede of new subscribers is 
dramatic evidence of how important 
ADVERTISING & SELLING has become 
for decision-executives who want the most 
results from sales efforts and advertising 
expenditures. SUBSCRIBE NOW — don’t 
be left behind on articles too helpful to be 
missed! 


ADVERTISING AGENCY PRESIDENT writes 
(when ordering 50 reprints of a recent article): 
“One of our best habits is reading your publi- 
cation cover to cover. Advertising & Selling is 
“tops” as a personal and reference library of the 
finest data we have ever seen in one magazine.” 


VICE-PRESIDENT OF A MAJOR NATIONAL 
MAGAZINE writes (when sending in a page-a- 
month contract for space, starting April issue): 
"You see, you are making such a fine magazine 
that we just could not stay out of it any longer. 
. . « Advertising & Selling is a publication which 
makes me increasingly proud of the advertising 
and publishing business." 

LEADING MARKETING EXPERT writes: "There 
is more in it that | want to read and less in it 
that I've already read." 

BRIGHT YOUNG ADVERTISING EXECUTIVE 
(who is headed upward) writes: "This year's is- 
sues | have seen are so filled with inspiration and 
suggestion that | feel | can no longer be without 
it. Enter my subscription for two years. Maybe 


Advertising & Selling will be so provocative I'll 
make a million!" 


MAIL COUPON TODAY 
= ADVERTISING & SELLING 
9 EAST 38th ST., NEW YORK, N. Y. 


Start my subscription for a year, to begin 
with the current issue. 


$2.00 enclosed (Foreign postage $! extra.) 





New Director for 
Leopold Laserson 


A. R. Drew, London 
sales representative of Leopold Laser- 
son Ltd., of London, has been appoint- 
ed a director of the company. He has 
been associated with the essential oil 
and synthetics business for about fif- 
teen years. 


“No Relation Between Chemical 
Structure and Odor’—Dyson 


It is futile to seek for 
any correlation between chemical con- 
stitution and odor, according to Dr. C. 
Malcolm Dyson, F.I.C. who spoke _be- 
fore the London Section of the Society 
of Chemical Industry early last month. 

The fact that the volatile paraffins 
are definitely odorous demonstrates that 
unsaturation is not the cause of odor. 
He maintained that for a substance to 
be odorous it must be volatile and sol- 
uble in lipoids, in order that actual 
particles may be brought into contact 
with the sensory apparatus. The sensa- 
tion arises as a result of intramolecule 
vibration; but as in the cases of the 
vibrations in the air which give rise to 
sensations of sound, and the electro- 
magnetic vibrations which give rise to 
those of sight, it is probable that only 
a certain range of intramolecular vibra- 
tions are perceptible as odors. 

These vibrations may be investigated 
by means of the Raman effect; and, as 
a result of investigations he has carried 
out, Dr. Dyson has come to the con- 
clusion that the Raman shifts between 
the limits 1500 and 3500 correspond to 
the osmic vibrations. Each Raman shift 


One of the ten window displays of the J. W. Robinson Co., Los Angeles, in which 


corresponds to a specific odor. Thus, 
the alkyl mercaptans which are very 
similar in odor show a unique feature 
in their Raman spectra, namely a line 
with shift 2567 to 2580. The complex 
character of the odors of many individ- 
ual substances is in correspondence 
with their Raman spectra, which show 
several shifts in the osmic range. Here, 
Dr. Dyson suggests may be found the 
explanation of the curious fact that 
some substances (e.g., civet) change 
their odors on dilution. This may be 
explained as due to the fact that the 
human sensory apparatus is less sensi- 
tive to certain osmic vibrations than to 
others. Hence on diluting an odorous 
substance, a point may be reached 
when one vibration ceases to be per- 
ceived, allowing another one to mani- 
fest its effect. 

An interesting point brought out is 
that although very minute quantities of 
substances are in some cases all that 
are necessary to produce an osmic ef- 
fect, so little as 0.000,000,000.01 gram, 
this actually corresponds to a vast num- 
ber of molecules, a minimum number 
of 30,000,000.000 being required to pro- 
duce an odor. 


Electric Razor Sales 
in 1937 Were 1,500,000 


Electric razors sold 
in 1937 numbered 1,500,000—as many 
as were put into consumers’ hands in 
all the preceding years of the electric 
razor industry. About 2,000,000 are in 
use; another 1,000,000 repose in attics, 
the buyers having abandoned hope, ac- 
cording to Fortune. 

The public spent $20,000,000 on elec- 


thousands of dollars worth of real flowers were massed in great profusion, each 


display dramatizing a Lentheric perfume. 
scent of the perfume interpreted, conveying to passersby a vivid sense impression 
These displays were part of the Annual Lentheric Flower 
and Perfume Show held by this store and aroused wide-spread public interest. 


of the fragrances. 
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From every window was wafted the 


tric razors last year. Curiously the big. 
gest outlet was not the drug store but 
the credit jeweler. 


California Rules on 
Prices for Fractions 


The same price must 
be charged for a fraction of a dram of 
perfume as for a full dram in accord- 
ance with the provisions of a fair trade 
contract in California. This was decided 
in the case of De Voise v. W. T. Grant 
Co. 


F. T. C. Bans Fictitious 
Price Marking of Extracts 


The Federal Trade 
Commission has issued a cease and de- 
sist order against George Foster, Inc., 
St. Paul, Minn., to discontinue repre- 
senting fictitious prices as the regular 
prices of its products and that any of 
the merchandise it sells will be given 
free of cost when in fact such cost is 
included in the sale price of articles 
sold in a group; and from representing 
that its coupons possess designated 
value; and from asserting that flavor- 
ings made from chemicals as_ substi- 
tuted for the juice of fruits, etc., are 
pure flavorings. 


To Survey State 
Marketing Laws 


State marketing laws 
throughout the United States are to be 
surveyed by the Works Progress Ad- 
ministration. A. H. Martin will direct 
the survey with the aid of Dr. John 
Cover and Mark Merrell. The survey 
is designed to secure legal and eco- 
nomic data concerning state laws and 
make it available in useful form to gov- 
ernmental agencies, trade associations, 
and business enterprises. 


Household Extracts Not 
Affected by Michigan Law 


The attorney general 
of Michigan in answer to a request for 
an opinion on the Michigan Soft Drinks 
Act of 1927 states that the act does not 
in any manner attempt to regulate the 
manufacture and sale, nor require the 
registration of household extracts or 
flavors or flavors intended for further 
manufacturing purposes. 


Moon Lustrelle Cosmetic 
Appoints New Officers 


The appointment of 
Miss Hazel Scharr as secretary of the 
Thomas Moon Co. and assistant man- 
ager of the Moon Lustrelle Cosmetic 
Co., Columbus, Ohio, has been an- 
nounced. Miss Osa Cooper has been 
appointed sales promotion manager. 
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Se See 
Your own brand 
of cosmetics .. . 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


CONSTANT RESEARCH 
has enabled DUVAL 


to sell its products to an 
ever-increasing clientele. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


To makers of 
Toilet Preparations Flavoring Extracts 
Food Products Insecticides 
Dentifrices Soaps, Perfumes, etc. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 





want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. 
obligation to purchase. 


This carries no 


We list only the fast selling items. If whut 
you need is not listed, let us know and 
we will advise you promptly regarding it! 


CREAMS 
Acne 

All Purpose 
Bleach 
Cleansing 
Cocoa Butter 
Cold 
Foundation 
Lemon 
Tissue 
Beauty Mask 
Clay Pack 
Deodorant 


SUNDRIES 
Rouge Compact 
Lip Sticks 


The 


Sundries (Cont'd) Liquids (Cont'd 


Cream Rouge 
Eye Shadow 
Dusting Powder 


LIQUIDS 
Perfumes 
Toilet Water 
Shampoo 
Hair Tonic 
Lotions 

Skin Tonics 
Astringent 
Brilliantine 
Powder Base 
Muscle Oil 


After Shave 
Lotion 
Deodorant 


FACE POWDER 
More than 70 
shades of the 
highest grade in 
Light, Med. and 
Heavy weight 
carried in stock. 
The quality of 
our Face Pow- 
der has a world 
wide reputation. 


linker 


MFG. 4EG. CO” 


9200-9210 Buckeye Rd., Cleveland, Ohio 











We earnestly solicit your inquiries for spot 
goods or on contract for future delivery on 
Essential Oils, Aromatic Chemicals, and all 
other Perfume and Flavor Materials that you 
may be using in your products. 


Here are a few testimonials received 
on Rose Paris 


... I'd like you to know that | am delighted 
with both of them. Am particularly enthusi- 


astic about the Rose Paris and predict for 
you a great run on this. In my judgment it 
is a better product than some others are sell- 
ing for double the price you ask for this.” 


Oil Bouquet D’Orient 


for Face Powder 


"This has just come through from our powder 
manufacturer and we are more than de- 


lighted with it.” 
* 


Oil Dentifrice 


"Your developing of the flavor for our dental 
powder is a marvelous achievement. We know 
of no one who could duplicate your result; 
in fact we tried other houses before being 
referred to you. 


COMPAGNIE DUVAL 


121-123 E. 24th Street, New York, N. Y. 


STuy-9-2261-2 





The Ina de Cris booth was one of the most attractive cosmetic exhibits at the 
17th Annual Woman’s National Exposition of Arts and Industry, held recently at 
the Grand Central Palace, New York City. 


Virginia Passes Fair Trade 
and Cosmetic Laws 


Sales below cost, un- 
fair sales and deceptive advertising are 
prohibited by amendments to the Vir- 
ginia Fair Trade Act. All manufac- 
turers of toilet preparations, dentifrices 
and cosmetics in Virginia must secure 
a license. The manufacture of the fore- 
going is under control of the state 
board of pharmacy. 


Madonna Laboratories, Inc. 
Organized in Grand Rapids 


Madonna _Laborato- 
ries, Inc., has opened offices at 974 
Cherry St., S.E., Grand Rapids, Mich., 
and will manufacture a line of cosmet- 
ics. A. R. Hufford, Jane Hufford and 
J. C. Deremo are organizers of the 


company. 


Publicity for Bulgarian 
Rose Otto 


In order to publicise 
rose otto, the Bulgarian Government has 
special 
stamps, featuring a rose and a vase in 
which the otto is exported. The stamps 
are both 2 levas in value, and differ 
only in color, being available in either 


issued a couple of postage 


rose-carmine or claret. 


Three Firms Collaborate 
in Drug Window Display 


Although Weco Prod- 
ucts Co. and McKesson & Robbins Co. 
offer a few similar products, these two 
companies, with the American Safety 
Razor Co., co-operated in a window dis- 
play featuring Dr. West’s tooth brushes, 
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Calox tooth powder, and Gem blades. 
Equal space was given to each product 
in front of a uniform background, and 
all three companies reported that this 
harmonious display increased the sales 
of their products. 


London Ideal Home 
Exhibition 


An attractive display 
of perfumery and cosmetic products 
was staged at the Ideal Home Exhibi- 
tion, which opened at Olympia (Lon- 
don) on April 5 and remained open 
until the end of the month. Among 
especially attractive stalls may be men- 
tioned those of Potter & Moore, Ltd., 
featuring “Mitcham Lavender” 
well known in the United States, Adel- 
aide Grey, Ltd., featuring the well: 
known “Laleek” lines, and Fifth Ave- 
nue Beauty Preparations, Ltd. The last 
firm made a specialty of offering wo- 
men visitors a “Cocktail” beauty treat- 
ment. Six main types of cocktail treat- 
ment, with the firm’s special products, 
were available, suited to different types. 


lines, 


High-class perfumes were represented 
by “Destiny” (Palmyra Laboratories) 
and a display of Violet’s Parisian cre- 
ations. These are being marketed in 
Great Britain, under the name “Veo- 
lay.” by Diadermine, Ltd. 

Turtle oil their 
popularity in Great Britain, and ex- 
amples of these creams were shown by 
Henry Tetlow Co., Ltd., and Renal 
Laboratories, Ltd. The latter company, 
which do not perfume or artificially 
color their creams, also showed an 


creams maintain 


avocado oil cream, and a_ hormone 
cream. 

As in former years, a leading fea- 
ture of the exhibition was the gardens, 


where floral displays were to be seen to 


advantage. The carnation garden of 
Allwood Brothers, the carnation special. 
ists, designed by the famous novelist 
A. E. W. Mason, was particularly at. 
tractive. This firm, it is interesting 
to note, also markets an attractive and 
popular carnation perfume. 


OBITUARY 


Frank M. Dudley 


Frank M. Dudley, vice-president and 
secretary of J. H. Day Co., Cincinnati, 
Ohio, died in that city April 14 at the 
age of 70. Mr. Dudley became associ- 
ated with the Day organization in 1888 
and became vice-president in 1901. In 
1910 he was also appointed secretary 
of the company. Surviving are his 
widow and two daughters. 


Dr. Max Mueller 


Dr. Max Mueller, founder and for- 
mer president of Rhodia Chemical Co., 
died April 15 in Newark, N. J. at the 
age of 62 years. 

Born in Switzer- 
land, Dr. Mueller 
became a citizen of 
the United States 
soon after his ar- 
rival in this coun- 
try in 1899. After 
attending a Swiss 
university, he be- 
came associated 
with the Societe 
Chimique des 
Usines du Rhone, 
now known as So- 
ciete de Usines Chimiques Rhone-Pou- 
lenc, Paris, France. This company sent 
him to New York where he entered the 
employ of Fries Brothers, who had a 
working arrangement with Societe 
Chimique and manufactured several 
products for them. In 1919 he estab- 
lished the Rhodia Chemical Co. to 
manufacture and sell the products of 
the French company and became its 
president and treasurer. In 1930 this 
company was purchased by Newport 
Chemical Works which was later ac- 
quired by E. I. duPont de Nemours & 
Co. The Newport company also took 
over the Acetol Products, Inc., which 
Dr. Mueller organized in 1923. 

At the time of his death, Dr. Mueller 
was chairman of the board and treas- 
urer of the Arco Crown Cork & Cap 
Co. and president and treasurer of the 
Technical Equipment Co. He was a 
member of the Drug and Chemical Club, 
the Swiss Benevolent Society and Tech- 
nischer Verein. Surviving are his widow 
and a brother, Dr. Charles Mueller of 
Switzerland. 


Dr. Max Mueller 
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GREATER SPEED 


EASIER OPERATION 


Mold and rancidity flourish during the 
summer heat. 


You can avoid them by using our 


Te gosejats 


For instance, TEGOSEPT M_ will absolutely 
preserve any wave set or lotion made with 
gums... and TEGOSEPT P is used as the 


preservative in all types of creams. 





THE NEW 17A 


IMPROVED AUTOMATIC 
TUBE FILLING, CLOSING 
AND CRIMPING MACHINE 


The famous COLTON CLOSURE meets today’s 
demands for speed production with the following 
/ : new improvements: 

Acquaint us with 
your problem and (1) Motor underneath, out of the way. 
: (2) REEVES drive for speed control. 


. (3) New design filling head for smoother 
suggestions based operation. 





we'll give you 


on eight years’ (4) Start and stop push button switch. 

s (5) Two handy levers. One for starting 
machine proper. One for stopping 

these modern and starting filling machine. 


preservatives. 


experience with 


Moreover, all these advantages are yours at no in- 
crease in price! In three types: TYPE “A” for 
PASTE ... TYPE “B” for POWDERS ... TYPE 
“C” for LIQUIDS. 


™ GOLDSCHMIDT ©'?- 


WAVERLY. PLACE © NEW YORK 


Write today for sample tube and full details on the 
simpler, faster COLTON. 


BRANCHES: ARTHUR COLTON Co. 
mag Rech wieun nsekebeddudbadcddaucdsgeasns 32 a ee ee | 9 6 0 6 J E F F E R S O N AV E. E A S T 


325 WEST HURON STREET 


elena aaa eaieainets “aw rast so set DETROIT, MICHIGAN 


ST. LOUIS ‘ ...00245 UNION BOULEVARD | 
RE ce oo 50 sv aulncs wan aul denaey~aekaasivuemnw cee ae 
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and 


HERE 


> Harry T. 
eral sales manager of Helena Rubin- 


Johnson, formerly gen- 


become associated 


Arden Sales Co., as 


stein, Inc., has 
with Elizabeth 
vice-president and general manager. 


> Frederick Rentschler, president of 
the Art Tube Co., Irvington, N. J.. 
has returned from an extended trip 
abroad which in- 

cluded 
Czecho-Slovakia. 
France, Austria. 
Germany, and 
England. The 
trip took three 
months and was 


visits to 


partly a business 
trip as Mr. Rent- 
schler spent con- 
siderable time in 
latest 
manufacturing 
He also visited his old associates in 
the tube industry abroad. 


; Frederick Rentschler 
studying 


European practice. 


> Juliette Marglen Products Co., 
Hollywood, Calif., manufacturers of 
nail preparations, are represented on 
the West Coast by the Guy Banta 
Sales Organization, Los Angeles. The 
Associated Sales Agency Co., Chi- 
cago, represents the company in the 


Middle West. 


> R. S. Swinton, who has been in 
charge of the W. J. Bush & Co. fac- 
tory in Linden, N. J. since its incep- 
tion in 1901 will sail on the Tuscania 
for Scotland May 25 where he will 
attend the founder’s day celebration 
of the Heriot School in Edinburgh, 
Scotland, of which he is an alumnus. 
After this he will go to London to 
confer with officials of W. J. Bush & 
Co., Ltd. 


p> Cecil Smith, president of Yardley 
& Co., New York City, sailed May 4 
on the Normandie for a month’s stay 
abroad. 


> Charles A. Pennock of Richard 
Hudnut, Inc., New York City has 
been elected a director of Perfumery 
& Cosmetics Exhibits, Inc. 


> P. Dubuis, perfumer and director 
of Dubuis & Rowsell Ltd., Croydon, 
England, recently visited New York 
on his round the world trip in which 
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THERE 


he called on his various agents. 
While in New York he made his 
headquarters with Pfaltz & Bauer, 
Inc. 


> Ruth Hooper Larisson, well known 
in the cosmetic field for many years, 
has joined the staff of Campbell- 
Ewald Co., New York City to assist 
on the Mary Pickford Cosmetics ac- 
count in connection with the agency’s 
development of its cosmetic and toilet 


goods division. 


> Dr. Joel B. Peterson and Dr. Earl 
E. Kleinschmidt have joined the sci- 
entific staff of Frederick Stearns & 
Co., Detroit, Mich. 


p> Miss Jessica Ogilvie of Ogilvie 
Sisters, New York City, is making a 
lecture tour of the chief Pacific coast 


cities. 


> Erich G. Mantius, sole United 
States representative for Chemical 
Works Flora, Dubendorf, Zurich, 
Switzerland, sailed for Europe on a 
business trip April 27 and will spend 
some time with his principals. He 
also plans to visit France and Italy. 


3. 
sales manager and director of ad- 
vertising for the Adele Miller Cos- 
metics, Los Angeles. Mr. Potter was 
cosmetics buyer for The 


Potter has been appointed 


formerly 
Famous Department Stores. 


> Jose A. Figueroa, manufacturers’ 
representative, Santurce, P. R., has 
been appointed Puerto Rican repre- 
sentative for Swindell Brothers Inc., 


of Baltimore, Md. 


> Paul H. Douglas, vice-president 
Bourjois Sales Corp., New York City, 
sailed on the Ile de France, April 27 
for a six weeks’ business trip abroad. 


e Guy Rocherolle, of Roger & Gal- 
let, Paris, arrived in New York April 
lL and will now make his permanent 
headquarters with the New York of- 
fice of the company. 


> Dr. Ivor Griffith recently elected 
dean of the Philadelphia College of 
Pharmacy and Science will be ten- 
dered a testimonial banquet June 7 
by the Alumni and associated groups 


in national scientific, business and 


social circles. 


p Eric Coupey and Mrs. Coupey will 
sail on the Conte di Savoia May 28 
for a two months stay in Europe. 


> Henry Tetlow, president of Henry 
Tetlow Co., Philadelphia, has writ- 
ten an interesting book entitled “We 
Farm for a Hobby—and Make It 
Pay,” which has just been published. 
Farming is Mr. Tetlow’s hobby and 
in the last few years he has devoted 
much time and effort in this work, 


> Donald S. Cowling, formerly edit- 
of Toilet Requisites, sales manager 
of Lucien LeLong. Inc., and contrib- 
uting editor to 
The American 
Perfumer, has 
joined the organ- 
ization of Colon- 
ial Dames, Inc., 
as sales and 
merchan- 
dising manager. 
Mr. Cowling will 
make his _head- 
Donald S. Cowling Guarters at the 
Colonial Dames 
main office in Hollywood, but will 
start in June on a trip that will take 
him on a tour of Colonial Dames’ 
branch offices and principal accounts. 


> Benson Storfer, president of Par- 
fums Corday, is now back in New 
York, recuperating from an emerg- 
ency operation which he underwent 
in Havana, while on a business trip 
to the West Indies. 


> Frederick C. Theile, president P. 
R. Dreyer, Inc., arrived in town last 
week following an extended business 
trip through northern New York and 


the Middle West. 


> Myer K. Katz has been appointed 
sales manager of Helena Rubinstein, 
Inc., succeeding Harry T. Johnson 
who resigned recently. Mr. Katz was 
formerly Vice-President of Supre- 
macy, Inc., a subsidiary of R. H. 


Macy & Co. 


> Ralph B. Busch was recently ap- 
pointed manager of sales of the Sef- 
ton Fibre Can Co., St. Louis, Mo. 


> E. W. Bacigalupi was recently ap- 
pointed manager of the Western sales 
division for the Commercial Solvents 
Corp. 
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DO youR Lath Crysials 
LINGER ON THE BATH- 
ROOM _  e 
SHELF? 





HYDROCOL 










This product is one of the 















most satisfactory emulsifiers on P 


the market. 








It is extremely simple to handle Want bath crystals 


that will pull repeat 





and will give a cream with a ai ae 
sales on their own 


merit? Start from the 










pH number below 7. 


ground up by using 
| the ideal base—Sol- 
| vay SNOWFLAKE 


Crystals. Snowflake will give you a long head start against 










If this product is of any interest 
your competitors .. . 










to you we will be glad to * Sparklingly attractive to begin with, Snowflake is even 


more beautiful when tinted. 








* Snowflake is chemically stable, keeps its attractive ap- 


i mple an 
submit ” adequate —, d pearance indefinitely. 






:k Snowflake dissolves in a wink. 




















formula for Its use. . * Snowflake makes water soft and luxurious, makes soap 


lather more richly. 


* Snowflake soothes and refreshes the skin. 






Snowflake not only makes a bigger hit with the consumer 
—but helps in every way to simplify your processing and 
| packing operations. Snowflake is absolutely uniform—free- 
| flowing—readily tinted and perfumed. And moderate in 
price! Write to Department AA for further information. 








SOLVAY SALES CORPORATION 


Alkalies and Chemical Products Manufactured by The Solvay Process Company 





|40 RECTOR STREET NEW YORK, N. Y. 
ARTHUR A STILWELL Co Inc. Sones ete. Soe 
. we * | Boston Cincinnati New Orleans Pittsburgh 
| Charlotte Cleveland New York St. Louis 
Chicago Detroit Philadelphia Syracuse 


Importers » Exporters » Manufacturers 


601 W. 26th St., NEW YORK 
350 N. Clark St., CHICAGO 
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CANADIAN NEWS 


J. O. Deegan Sentenced 
for Leaving Canada 


As promised the April 
llth monthly meeting of the Toronto 
branch of the Association of Canadian 
Perfumers and Manufacturers of Toilet 
Articles was a 
hearty send-off for 
J. O. Deegan, pres- 
ident of the An- 
chor Hocking 
Glass Corp. (Can- 
ada) Ltd. who left 
Canada this month 
to become  vice- 
president and gen- 
eral manager of 
the parent 
pany at Long 
Island City, N. Y. 

A fitting tribute io this popular mem- 
ber of the association was paid by his 
fellow members and to impress upon 
him the good-will of the association, 
members of the executive hit upon the 
plan of holding a mock trial with Jack 
Deegan as the accused. The skit was 
arranged with C. G. Carmichael and 
Charlie Stephens prosecuting him with 
a considerable amount of derogatory 
flattery during the course of their pleas 
to the jury. 


com- 
J. O. Deegan 


The counsel for the accused, Fred 
Hodder and Norman Dahl, who bur- 
lesqued for the occasion, put up an un- 
beatable defense. Judge Lloyd Lytton 
in passing judgment required prisoner 
Deegan to return to Canada at least 
twice a year and attend all conventions 
in Canada. 

Following this skit Mr. Lytton pre- 
sented a silver cigarette box to him and 
extended the congratulations of all the 
members of the association of which 
Mr. Deegan has been a very active 
member for a number of years. 


Gerald Johnson Representing 
Muhlethaler In Canada 


Gerald Johnson of J. 
M. Scheak & Co., 110 Church St., To- 
ronto, Canada, is now representing Th. 
Muhlethaler Co., Ltd.. Nyon, Switzer- 
land in Canada. 


Cosmetic Tax in Canada 
May be Reduced 


Members of the Ca- 
nadian toilet goods industry as well 
as certain branches of the pharmaceu- 
tical industry are looking forward with 
keen interest to the presentation of the 


federal budget this month, hoping for a 
withdrawal or at least a reduction of 
the 10 per cent excise tax on all toilet 
articles, including tooth pastes, mouth 
washes, dandruff remedies, and other 
pharmaceutical preparations. They 
point out that this tax has had a seri- 
ous effect on the industry since its im- 
position, eating into funds which would 
normally be used for much needed sales 
promotion work. 

Whether or not their hopes will be 
realized is not known, although the 
legislative committee of the Canadian 
Association of Perfumers and Manufac- 
turers of Toilet Articles has been in 
close touch with the Department of Na- 
tional Revenue on the question, in ad- 
dition to representations made by indi- 
vidual companies. Some hope is be- 
ing held out this year, in view of the 
improvement in business conditions and 
in the national revenue since the low 
point of the depression when the tax 
was imposed, 


Canadian Perfumers 
Get Freight Concession 


At the last meeting 
of the Association of Canadian Perfum- 
ers & Manufacturers of Toilet Articles 
it was announced by C. G. Carmichael, 
vice-president of the association, that 
the Railway Board had finally agreed 
to extend to cosmetic products a similar 
schedule of freight rates as enjoyed by 
the pharmaceutical manufacturers when 
shipped in carload lots. This announce- 
ment was heralded as an important ac- 
complishment by the association. 


Barton to Distribute 
Schiaparelli Line 


Distribution rights in 
Canada for Les Parfumes de Schiapar- 
elli, Paris, France, have recently been 
secured by Ralph W. Barton, president, 
Ralph W. Barton & Co., Toronto, fol- 
lowing arrangements with W. J. 
ham of the Paris company. 


Over- 


Potter & Moore Move 
Offices to Toronto 


Potter & Moore Co.., 
Ltd.. has moved its offices from Mon- 
treal to Toronto, locating at 468 King 
St.. West, from where all shipments 
will be made and to which correspond- 
ence should be addressed. The com- 
pany is at present developing its 1938 
Christmas lines, and these will be shown 
to the trade shortly by the sales agents, 
Norman S. Wright & Co., Ltd. 


Sales 
UCU 
Ideas 


WOMEN EAT LIPSTICK: From time 
to time some one who is personally 
contacting the public, like a beauty 
editor, asks sadly why we don’t have 
lipsticks with definite flavor. Surely 
there is a way of developing this 
product and satisfying what appears 
to be a ready-made market. Women 
claim they are repulsed by the flavor 
of some crayons and find others mere- 
ly negative. Let a few masculine 
manufacturers try using a lipstick be- 
hind locked doors—just long enough 
for them to get the feel of the thing, 
and they will doubtless agree with the 
ladies. 


ARE WE ALL BLIND ?: Centuries 
ago—and even up to some years ago 

rose water was one of the essen- 
tials of every dressing table from the 
days of Persian princesses down. 
What’s the matter with Rose Water 
today? As a skin tonic product for 
dry skins it has far more to recom- 
mend it than the strongly alcoholic 
skin tonics. It is the bridge between 
skin tonics and toilet waters and eau 
The bottle should be 
gay and sophisticated and not just 
a lotion bottle. Get it into the semi- 
perfume class and depend upon the 
great and still growing popularity 
of the Colognes and toilet waters to 
find itself the right market. Call it 
nothing but Rose Water. Publicize 
it fairly and properly. Bring out the 
fact that it is non-alcoholic, water is 
soft, and therefore gentle to the skin, 
delightful fragrance 


de colognes. 


ideal for sum- 
mer use in freshening up both com- 
Develop it for 
both glamour and practical use. 


plexion and body. 


WATER SOFTENER: There's a gad- 
get on the market which you fasten 
up on the shower nozzle to soften the 
What’s the matter with hav- 
ing one you can fasten on the lava- 


water. 


tory faucet as well and overcome the 
hard water situation which exists in 
so many localities? It would find 
ready acceptance. 


The American Perfumer 





VELIZAR BAGAROFF + OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available in all markets under his own label. 
Ure CA ae cee am Ty Lotta Tol aot (-abi le 
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the United States 


r Canada: W. J. BUSH & CO 


LAVENDER 


W. J. BUSH & CO. Inc., New York 


(Canada) Ltd., Montreal, Canada 


eee 


It costs more than inferior oils: — it's real Lavender. 


Selected from the finest producing regions, representing the highest 
standard in quality, odor, uniformity. 


ee Oca ee 


BUSH & CO. 





SCIENTIFICALLY DESIGNED 
THE COSMETIC INDUSTRY 


ESPECIALLY FOR 


ERTEL 


TANK AND 
MIXER 


desi igned by experienced 
engineers, are made for 
the special purpose of 
mixing your products bet- 
ter and faster . . . The 
tanks are glass lined— 
thus acid resisting. Sizes 
range from 15 to 300 
gallons. 
tanks are ideal for de- 
pendable economical 
storage—the ERTEL MIX- 
ER is easily removed. 


ERTEL products give 
the most for the money 
in superior dependability 
and economical perform- 
ance. Let us solve your 
mixing problem! Write 
us TODAY! 


ERTEL ENGINEERING CORP. | 
DEPT. F. 120 EAST 16th STREET #« NEW YORK, N. Y. | LEEBEN CHEMICAL CO., 


Manufacturers and Designers of Liquid Handling Equipment . As- | 
Neutral Asbestos Filter Disks . . 


bestos Disk Filters . . 
Mixers . . . Bottle Fillers ‘ 
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These superior | 


Portable 
. Glass Lined and Stainless Steel Tanks. | 
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YOUR PROBLEM = 
ANILINE COLORS 


For Perfumes, Soaps, Shampoos, 
Bath Salts, Toilet Preparation Com- 


pounds. Nail Polish, Waveset and 
Permanent Wave Lotions. 


COSMETIC COLORS 
For Rouges, Face Powder, Lipsticks. 
CARMINE No. 40 
SAPONINE 


—the Perfect Foam Producer 
ALSO 
CERTIFIED FOOD COLORS 


= Representatives: Wm. J. Stange Co., 


Successors to H. LIEBER & CO., Inc. 
389 Washington St., New York, Tel.: 





WaAlker 5-0210-0211 


REVIEWS OF TECHNICAL BOOMS 


|} HANDBOOK OF CHEMIsTRY & 
Puysics, 22nd Edition, 1937-8. Pub- 
lished by Chemical Rubber Publish- 
ing Co., Cleveland, Ohio. Edited by 
C. D. Hodgman. Price $6.00. 


This book published annually in new 
edition form, is the well known hand- 
book so many of us bought when 
freshmen at our respective universi- 
ties or colleges, on entrance to the 
chemistry classes. 

Certain new additions have been 
noted. About 150 pages of new com- 
position have been made. Certain 
tables have been re-calculated, such 
as those on gravimetric factors, 
weights and measures, viscosity, prep- 
aration of solutions, light filters, and 
others. 

if you do not already own. this 
handbook, you will find it an use- 
ful addition to your library. 


M. G. pve N. 


\ Concise PHarMACcOoLocy, by F. 
CG. Hobart and G. Melton. Leonard 
Hill Ltd., 17 Stratford Place, London 
W .1., England. 1937. 
171 pages. Price 7/6. 


5 x 7\% inches. 


The grouping of drugs under head- 
ings such as astringents, antiseptics, 
metals, oils, fats and waxes, starches 
and gums, vitamins, etc., makes this 
little book a handy guide to have 
around. The difficulties of arranging 
any book on pharmacology is well 
recognized by the authors, who have 
supplemented the groupings men- 
tioned, with a thorough index. 

Each group of drugs is briefly but 
adequately described. A list of drugs 
follows, with 
additional data on each substance. 


in each group then 


Prescriptions conclude each section. 

Cosmetic manufacturers have occa- 
sion to quite often check up on minor 
as well as major therapeutics data. 
This book is sufficiently inexpensive 
and concise to give you the informa- 
tion desired at a low cost. M. G. bE N. 


THE BiocHEMISTRY OF CELLULOSE & 
THE PoLyuRONIDES, LIGNIN, ETC., by 
A. G. Norman. Oxford University 
Press, New York City. 231 pages, 
size 6 x 91% inches. 1937, Price $5.00. 
The biochemistry of the numerous 
components of plants is a bit top- 
heavy on certain subjects. The au- 
thor examines the present position of 


oU 


achievements along with a survey of 
new fields. 

Eight chapters, with subject and 
author index comprise the book. 
Chapters on cellulose, hemiculluloses, 
pectin and gums are of particular in- 
terest to manufacturers. 
Over thirty pages are devoted to plant 
gums and jell forming substances. 


cosmetic 


Among the products mentioned are 
acacia, mesquite, tragacanth, cholla, 
salep, quince seed, flaxseed, psyllium, 
cress, slippery elm, fucus, carrageen 
moss, and agar. Over forty pages on 
pectin make this quite a collection 
of gum and mucilage data. Those 
closely connected with or leading in 
gums, would find this book helpful. 


M. G. pe N. 


THE CHEMISTRY OF PETROLEUM 

Derivatives, by Carelton Ellis, V ol- 
ume I], Size 6 x 9 inches. 1464 pages. 
Reinhold Publishing Co., New York 
City. 1937. Price $20.00. 
The inimitable Ellis scores again, 
with this gigantic volume of organic 
chemistry dealing with the aliphatic, 
naphthene and unsaturated hydrocar- 
bons obtained from petroleum. This 
second volume is supplemental to the 
first volume published in 1934. The 
new work contains 54 chapters, 6000 
references, 350 illustrations, all cov- 
ering the advances in petroleum tech- 
nology in the past three years. 

Chapters of most interest to the toi- 
let goods industry are those on car- 
bon blacks; properties and uses of 
isopropyl alcohol and its derivatives; 
production properties and uses of 
simple glycols; oxidation of petro- 
leum hydrocarbons, both aromatic 
and unsaturated aliphatic; produc- 
tion of acids from petroleum hydro- 
carbons; sulfonation of petroleum 
hydrocarbons; naphthenic acids; and 
the name index. Other chapters all 
contain parts which will be both in- 
teresting and useful. 

Chapter 22 on the glycols is prob- 
ably the most complete data avail- 
able on these solvents, possibly out- 
side of another book published by the 
same house. Had the manufacturers 
of the “elixir of death” read this par- 
ticular chapter before they made the 
death dealing much 
could have saved everyone. 
Suffice it to say that this chapter 
brings together many references both 


potion, grief 


been 


to patents and literature on the gly- 
cols. 

In chapter 36, p. 856, we read, 
“the super-refined mineral white oils 
absorb most oxygen at 110° C...., 
It was found that the white oils ab- 
sorbed by far the largest quantity of 
oxygen, the partially refined oils ab- 
sorbed the least . . . with the slightly 
refined oils intermediate.” Oxidation 
products consisted of a variety of sub- 
stances, including both fixed and 
volatile acids. 

The variety of data presented is 
characteristic of the works of Ellis, 
More need not be said. The reviewer 
recommends this massive text and 
reference to all who call themselves 
chemists in the toilet goods industry. 
Manifold uses will be found for the 
data and suggestions found inside 


the covers. M. G. bE N. 


(-] ANTISEPTIQUES EssenTIALs. R. M. 
Gattefosse. 94 pages, 4 x 7 in. Gi- 
rardot & Co. Paris, France. 10 francs. 
This little brochure reviews the use of 
antiseptics employed with essential 
oils in the prophylaxis of contagious 
diseases. There are nine chapters and 
seven pages of bibliography. 


[] Business UNDER THE NEW PRICE 
Laws. Burton A. Zorn and George J. 
Feldman. 463 pages, 6 x 9 in. Pren- 
tice Hall, Inc., New York. 1937. Price 
$5.00. 

This book aims to clear the confusion 
that surrounds the Robinson-Patman 
and related acts, pointing out what 
may be done and what should be 
avoided under these laws. State fair 
trade laws are covered. 

An idea of the scope of the book 
may be had from the following chap- 
ter headings: The Economic Back- 
ground; The NRA Experience; the 
Robinson-Patman Act and the Anti- 
Trust Laws; The History of the Rob- 
inson-Patman Act; Brief Descriptions 
of Provisions of the Law; Price Dis- 
crimination Not Included in the Act: 
Injurious Effect on Competition; 
Price Differences Permitted Under 
the Act; Quantity Discounts; Fune- 
tional Discount; Indirect Price Dis- 
crimination; Brokerage, Allowances 
and Services; Federal Trade Commis- 
sion Hearings; Enforcement Proced- 
ure; Criminal Provisions; Resale 
Price Control Devices; Resale Price 
Maintenance; State Fair Trade Laws: 
and Loss Limitation Legislation. A 
table of cases and the act itself with 
related data are given in appendices. 


The American Perfumer 
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) PLYMOUTH SUNBURN PREVENTER CONCENTRATE 
n 
; FOR OILS, CREAMS AND LOTIONS 
; Introduced several years ago, this "PLYMOUTH" Specialty has enjoyed increased sales 
. each year. It is very effective in the prevention of sunburn. Sales of Sunburn preventives quad- 
d rupled last year over the previous year and promise to continue growing. For positive protec- 
mS tion use 20°%/ of "PLYMOUTH CONCENTRATE" in your preparation which can be an oil, a 
. cream or a lotion. 
‘ Tests conducted by Professor A. Taub of New York show that 0.5%, to 2°, of light of 2900 
to 3100 a. u. is transmitted through a 0.5 m. m. layer of cream or lotion containing 20% of 
"PLYMOUTH CONCENTRATE", thus preventing sunburn but permitting tanning. A copy of 
/. this chart showing a comparison of this and other materials generally used is available. Write for 
i: it and for a sample. Formulae for oils, creams or lotions, containing correct percentage of Ply- 
‘S. mouth Sunburn Preventer Concentrate, as shown by test, will be gladly furnished free of charge. 
of 
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REPORT ON FLORAL CROPS 


(From ee eee 
¥ , _ 

GRASSE, France, May 1—The three 
first months of the year 1938 have 
been above all remarkable for an ex- 
ceptionally mild temperature. The 
thermometer has reached 18 degrees 
in the North and we can say that we 
have had no winter. No rain has 
come, the plantations suffer from 
the atmospheric conditions; and, for 
each one, the yield will be injured. 


Deficient Rose Crop 
Rose gardens have received the 
most assiduous care this year. The 
plantations are well kept up, the 
bushes are generally beautiful, well- 
leaved, the vegetation fully formed, 
but few rosebuds are apparent. From 
now on one can envisage a very defi- 
cient crop, estimated by some at 2/3 
of a normal production. Of course, 
the price will rise in consequence 
but that will not 
bring any more flowers. 

We know that plantings now exist- 
ing are enlarged and that the produc- 


they say by 50% 


ers participating in certain coopera- 
tive groupings receive as a result a 
This is 
an excellent method which should be- 
come general among all growers if it 
is desired that the growing of flowers 
regain the importance of the years of 
prosperity. 


bonus, for encouragement. 


Seasonal Crops 

During the current quarter, the 
crops of the season: Violet, Victoria 
and Parma, Mimosa, Jonquil, Hya- 
cinth, and Narcissus have brought 
back activity in the factories of 
Grasse. 

The crop of Victoria violets rela- 
tively abundant this year has been 
only partially absorbed. The price 
of the flower originally fixed at 6 
francs a kilo has passed to 7 francs 

an increase of | franc a kilo over 
that of the crop of 1937. 

That of Parma violets has been al- 


and this flower. 
which has been little used, has not 


most worthless, 


given up to any officially established 
rate. 

The crop of narcissus, although 
abundant and offered at a remunera- 
tive price—3.50 francs a kilo—has 
been received in the factories only in 
slight proportions, to the great de- 
spair of the producers. 

The hyacinths, offered equally at 
3.50 frances a kilo have not met with 
a great demand, the use of this nat- 
ural perfume being somewhat neg- 
lected. 

Mimosa has been abundant. It has 
paid 1.25 frances a kilo, an increase 
in the routine price of 1937. The 
manufacture has been greatly re- 
duced. 


Jonquil and Orange Flowers 

We have seen the crop of jonquils 
greatly endangered by the excessive 
drought. The manufacture has given 
only a much reduced quantity of the 
natural product based on the price of 
the flower at 10 francs a kilo against 
6.50 in 1937. At the end of the har- 
vest the producers received a supple- 
ment of 5 francs a kilo. 

The current harvest of violet leaves 
is very abundant and the price rate 
has been set at 25 francs the 100 
kilos taken on the premises. 

In a general way all the stocks of 
floral essences from the crops of 1937 
seem to have been absorbed. 


Lavender Weak 

The price of the essence of laven- 
der has been generally weak during 
the past months, because of the prices 
made during the month of last Au- 
gust, prices which were affected by 
over-speculative maneuvres. The 
stocks existing at the distillery are 
still relatively important. Consider- 
ing that it is three months to the 1938 
harvest, and that the present rates are 
low, it is necessary to forsee that the 
stocks will be easily exhausted. 


In Algeria there is a noticeable in- 
crease in the growing of geranium. 
The vegetation is evolving normally, 
and production will reach an inter. 
esting quantity. We point out that 
the stock of essence remaining from 
1937 is probably no more than 5 tons 
and in spite of that the rate declines 


( 


J/C. 

In Bulgaria, the crop has been pro- 
nounced very important and arrange- 
ments have already been made to ab- 
sorb the whole lot. 

Prices paid or quoted are: 

1937 1938 


Violette Victoria (fleurs) 6.00 7.00 
Violette feuilles 0.20 0.25 
Narcisse (fleurs) 3.50 3.50 
Jacinthe 3.50 3.50 
Jonquille 6.50 15.00 
Mimosa 1.00 1.25 
Géranium Algérie  (es- 

sence) 210/225 200/205 
Lavande 230/255 220/225 
Lavandin 100/110 82/85 


NEW YORK MARKET 
~ ALES of essential oils, perfumers’ 


materials and similar products proved 
disappointing over the past month. 
Manufacturers and importers of these 
articles are now beginning to center 
their attention on prospects for fall 
and developments that are likely to 
take place between now and_ that 
period, 

Out of the extended period of weak- 
ness which has been accompanied by 
rather sharp reductions, there appears 
to be an undercurrent of strength and 
optimism developing. On the whole 
the market shows greater resistance to 
further declines, and it is hoped that 
values in most cases are about at the 
bottom. 

Reports indicate there will be a 
definite upturn in buying by late Au- 
gust or September. 


Citrus Oils to Start Upturn 
Generally, the wholesale market is 
believed to be in a better position to 
go ahead than at any time in many 
years. Sup- (Continued on page 86) 
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S.D. ALCOHOLS 


One hundred years of experience behind U.S.I. products assure you of consistent purity. 
sions throughout the country are your guarantee of prompt deliveries and ready service. 


double protection—uniform products and efficient service—by specifying U.S.I. 


Fifteen U.S.I. sales divi- 
Insure yourself with this 


alcohols. 


60 East 42ND STREET, NEw York 


U. Sc. IN DUSTRIAL ALCOH 0 L Co. BRANCHES IN ALL PRINCIPAL CITIES 


World’s Largest Producers of Industrial Alcohol 


A NEW FITTING 


For Your 


DEODORANT PACKAGE 


Our new 


a black rod 


applicator 


# 2800 is identical to #2700 


is inserted into the cap inste f the 


except that 
usual 


This black rod shows up better in the 


more noticeable. 


at once for sample and 


price quotations! 


Glass Products Co. 


GLASSWARE 


VINELA 


SMe 


SO, WE 


tnevenanneneiiny eeeverevenennaninn mm 


WwW JERSEY 


sevennacenenny venunenunnenenne 
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The len 3th sf the rods is 
determined by the size 
of the package a 
Each order is handled 
separately to meet the | 
buyer's needs. Write | 


MR. ALEXANDER SAYS 


Py, 


“Keep Romance Alive” 


Show your wife the little attentions every woman craves. 
. . . It takes very little time—if you solve your “time” 
problem the CARLOVA way. 

Avoid production worry by sending us your labels and con- 
tainers. We'll fill and ship them for you at a surprisingly 
low cost. 
Our trained chemists are constantly developing new im- 
provements in cosmetics anticipating purchasing trends. 
Call or write for suggestions, price quotations—using your 
formulae or ours. 
For QUALITY and 


PROMPT SERVICE, the 
CARLOVA. 


name is 


PERFUMES : TOILET WATERS : 
BRILLIANTINE : NAIL POLISH 
HAIR TONIC TALCUM 


ALL TYPES OF CREAMS 
: ALL TYPES OF LOTIONS 
ALL TYPES OF POWDERS 


ee 


COE Bee 
NEW YORK 
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(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


per |b 


Almond Bit., 
A. 


Sweet True 
Apricot Kernel 
Amber rectified . 
Amyris balsamifera 
Angelica root . 
Anise, U. S. P. 
Aspic a, eal 
French 
Bay 
Bergamot 
Birch, sweet .... 
Birchtar, crude . 
Birchtar, rectified 
Bois de Rose 
Cade, U. S. P. 
Cajeput . 
Calamus 
Camphor " 
Cananga, Java native 
rectified . 
Caraway 
Cardamon, Ceylon 


Cedar leaf 
Cedar wood . 
Celery 


es pavers witha eas 


Cinnamon 

Citronella, Ceylon . 
Java rs 

Cloves Zanzibar 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Dillseed 

Erigeron 

Eucalyptus 

Fennel, Sweet 


Geranium, Rose, Algerian 


Bourbon . 
Turkish 
Ginger 
Guaiac (Wood) 
Hemlock ; 
Juniper Berries 
Juniper Wood . 
Laurel 
Lavender, French 
Lemon, Italian 
Calif. 
Lemongrass ... 
Limes, distilled .. 
expressed 
Linaloe 
Lovage . 
Marjoram 
Neroli, Bigarde, P. 
Petale, extra 
Olibanum ‘ 
Orange, bitter 
sweet, W. Indian 
Italian 
Spanish oe 
eee 
Orris root, con. (oz.)} 
Orris root, abs. (oz.) 
Orris Liquid . 7 
Patchouli 
Pennyroyal Amer. 
French ; 
Peppermint, natural ‘ 
redistilled 
Petitgrain 
French 


84 


2.10@ 
15@ 
30@ 
B8@ 

3.00@ 


. 75.00@ 


.5@ 
1.35@ 
1.55@ 
1.55@ 
3.90@ 
1.65@ 

15@ 

.75@ 
1.55@ 

46@ 

.65@ 
3.75@ 

19@ 
1.40@ 
1.95@ 
1.95@ 


- 17.00@ 
Cassia rectified, U. S. P. : 


1.10@ 
80@ 
24@ 

9.00@ 

8 50@ 


5.55@ 


. $2.25@ $2.50 


2.60 
1.00 


95 
6.00 


8.75@ 10.00 


1.20@ 
6.30@ 


4.00@ 
1.65@ 
1.40@ 
2.05@ 
2.30@ 
1.15@ 
2.35@ 


1.30 


- 60.00@ 70.00 


6.75 


_. 115.00@ 130.00 
140.00@ 155.00 


5.25 
2.50 
2.35 
3.25 
3.00 
1.75 
5.50 


"” 35.00@ 50.00 
. 18.00@ 25.00 


7.50 
1.85 
1.65 
2.20 
2.60 
1.40 
2.50 


2.45@ 6.00 
1.45@ 1.75 
1.75@ 1.90 
5.50@ 13.00 
58@ «70 
55@ «70 
1.45@ 1.75 
25.00@ 30.00 
5.00@ 6.00 
4.75@ 5.75 
1.00@ 1.35 
35@ 39 
1.65@ 1.80 
9.50@ 11.00 
90@ 1.35 
... 95@ 1.40 
. 11.00@ 12.50 
5.25@ 7.75 
10.00@ 18.00 
3.35@ 8.00 
2.75@ 3.50 


18.00@ 24.00 
3.65@ 7.00 


TERPENELESS OILS 


Es ek cnoaeendccsuassk ne 

Bergamot ceeeeee 9.00@ 14.00 

Clove .. . 3.25@ 5.00 

Coriander - 40.00@ 

Geranium ... 8.00@ 12.50 

Grapefruit a eeeeeeese 45,00@ 60.00 
Sesquiter peneless ....... 85.00@ 

Lavender .. 8.00@ 12.00 

Lemon .. 14.50@ 23.00 

Lime, ex. . 52.00@ 70.00 

Orange, sweet . 100.00@ 120.00 
bitter . 

Petitgrain 

Rosemary ee eee 

Saga, Clary . 

Vetivert, Java 

Ylang-Ylang 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 
Acetophenone .......... 
ET Dv osicscsvdurne 


Pimento 

Pinus Sylvestris .. 
Pumillonis .... : 

Rose, Bulgaria (oz.) 

Rosemary, French 
Spanish 

Sage 

Sage, Clary 

Sandalwood, East India 
Australia ; 

Sassafras, natural 
artificial . 

Spearmint 

Snake root... 

Thyme, red 
White 

Valerian ' 

Vetivert, Bourbon 
Java 

Wintergreen 

Wormseed . 


Ylang-Ylang, Manila 
Bourbon 


C14 (so- called) 
C 16 (so-called) 
Amy! Acetate 
Amyl Butyrate 
Amyl Cinnamate 
Amyl Cinnamate Aldehyde. . 
Amy! Formate 
Amy! Phenyl Acetate 
Amyl Salicate 
Amyl Valerate 
Anethol Seas 
Anisic Aldehyde ; 
Benzophenone . 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl Iso-eugenol 
Benzylidenacetone .. 


Borneol 
Bornyl Acetate 
IE nicks ko sae eben 
Butyl Acetate 
Butyl Propionate 
Butyricaldehyde 
Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate ......... 
Cinnamy! Butyrate ....... 
Cinnamyl Formate ......... 
CERO, Chas ssveneeens 
acest. o esc cee 
Citronellol ... oe 
Citronellyl Acetate .. 
Coumarin .. ere 
Cuminic Aldehyde 
Diethylphthalate 
Dimethyl! Anthranilate 
Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 
Geraniol, dom. 
Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 
Heliotropin, dom. 

foreign . 
Hydratopic Aldehyde 
Hydroxycitronellal 3 


Sere (oz.) 
Iso-borneol 

Iso-butyl Acetate .......... 
Iso-butyl Benzoate ......... 
Iso-butyl Salicylate 
Iso-eugenol 

Iso-safrol 


Linalool 

Linalyl Acetate 90% 
Linelyl Anthranilate 
Linalyl Benzoate 
Linalyl Formate 
Menthol, Japan . 

Synthetic ar pal 
Methyl Acetophenone sinters 
Methyl Anthranilate 
Methyl Benzoate 
Methyl Cinnamate 
Methyl Eugenol 
Methyl Heptenone j oy 
Methyl Heptine Carbonate... 
Methyl Iso-eugenol 


Methyl Octine Carbonate .. 


Methyl Paracresol 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette . 
Ketone .. 
Xylene 


Nerolin (ethyl wet. 


Nonyl Acetate ............ 


Octyl Acetate 
Paracresol Acetate 


Paracresol Methyl Ether .... 


Paracresol Phenyl-Acetate . 


Phenylacetaldehyde 50%. Sa 


100% 


2.00 
5.00 


2.75 


3.65 
3,80 
1.25 


1.55@ 1.80 


46.00@) 48.00 
35.00@ 40.00 


3.60@ 5.25 
2.50@ 3.50 
7.50@ 12.00 
2.25@ 4.75 


5.00@ 8.50 


(Continued on page 86) 
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IT IS SO EASY CONSUMERS 


TO GET HIGHEST QUALITY 
OF FER eGanoT gtit 


O er 
Oo | L Oo F 8 E R G A M T ou can obtain original pack- 
ages of Consortium Bergamot 
il in the United States by ap- 
ylying to their Official Stock 
i r the Citrus & Allied 
s Inc 


Simply ask to see the origi 

The I a 
‘ istriDulor 

essential Oils P 


Law requires that 
production in Italy be dey in its 
warehouse . . . and the coppers anc 

1 for 


1¢ 
cases clearly marked for easy identifi- 
cation. This is for your protection an¢ 
; rea yroduct— SPECIALTIES 


is your guarantee of the 
a product that has been untamperec 
ith. 


c 
) 


Lemon California 
Orange California 
Neroli Petale Italian 
Peppermint Redistilled 
Terpeneless Oils 


inquiri 
CITRUS} & ALLIED ESSENTIAL OILS INC 
i . 
CONSORZIO PROVINCIALE AGRUMICULTURA sth: sina siesta 
SEZIONE BERGAMOTTO Official Stock Distributor for Consorzio Provine- 
iale Agrumicoltura Sezione Bergamotto Reggio 
REGGIO CALABRIA, ITALY us 


TT . 


3 Ee 


OOS 
ORR EE \ 


y 


in the selection of your 


WHITTAKER. CLARK & DANIELS, INC. 
260 West Broadway New York City 


May, 1938 





(Continued from page 84) 


Phenylacetic Acid 
Phenylethyl Acetate 
Phenylethyl Alcohol .. 
Phenylethyl Anthranilate 
Phenylethy! Butyrate . 


2.25@ 4.00 
2.95@ 5.60 
2.75@ 4.00 


16.00@ 
8.25@ 12.00 


Phenyl Formate ; 12.50@ 18.00 
Phenylethyl Propionate ..... 9.00@ 9.75 
Phenyl Valerianate . 16.00@ 
Phenylpropyl Acet. . J 11.00 
Phenylpropyl Alcohol ...... 4. 8.35 
Phenylpropyl Aldehyde ... 11.00 
Rhodinol 15.00 
Sane) .... ee ‘ J 58 
Santalyl Acetate .......... 22. 
moter GP. ........ fem ’ 8.50 
Styralyl Acetate k 13.00 
Styralyl Alcohol 
Terpenyl Acetate .... 
Terpineol, C. P. 
Thymene 
Thymol . 
Vanillin (clove oil) . 
( quaicol) 
Vetiveryl Acetate 
Violet Ketone _— : 
BN iw pia toc a 
Methyl .... oy 
Yara Yara (methyl ester) i 


BEANS 
Tonka Beans, Surinam 
Angostura 
Vanilla Beans 
Mexican, whole 
Mexican, cut 
Bourbon, whole 3.35@ 
South American 3.50@ 


SUNDRIES AND DRUGS 


1.50@ 


1.20@ 
2.50@ 


4.25@ 
3.50@ 


Acetone 

Almond meal . 

Ambergris, ounce 
Balsam, Copaiba 


(Continued from page 82) pliers are 
of the opinion that the usual summer 
demand for citrus oils from the bev- 
erage and confectionery trades will 
be the starting of a general upturn 
in the market. 

Statistics recently completed show 
that there are approximately 30,000,- 
000 seven-ounce bottles of carbonated 
beverages consumed in the country 
every 24 hours. Ten thousand plants 
produce this supply, and no less than 
120,000 soda fountains do a daily 
business of $4,000,000. 


Italian Lemon Oil 


A combination of factors have de- 
layed the production of Italian lemon 
oil this year. 


Neroli Strong 


Outstanding in the floral oil group 
was the strength in neroli. Advices 
from the source indicate that the gar- 
dens are suffering from the lack of 
rain, there having been no prolonged 
break in the fine weather for nearly 
three months. As the result of this 
condition the flower crop is expected 
to be less than normal. Bourbon and 
Algerian geranium oils continued to 
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Tolu oe 
Beeswax, white . 
yellow 
Bismuth sub-nitrate 
Borax, 
Boric Acid, ton . 
Calamine scat fs 
Calcium, phosphate ; 
Phosphate, tri-basic 
Camphor 
Castoreum 
Cetyl Alcohol 
Pure ‘ 
Chalk, precip. 
Cherry laurel water, - ; 
Citric acid aire ihe 
Civet, ounce ... 
Clay, Colloidal . 
Cocoa butter lump 
Cyclohexanol (Hexalin) 
Fuller's Earth, ton 
Gum Arabic white . 
Amber Eee 
Gum Benzoin, Siam . 
Sumatra 
Gum galbanum 
Gum myrhh .... 
Henna, powd. 
Kaolin .. 
Labdanum 


Lanolin, hydrous ........... 


anhydrous 


Magnesium, Carbonate .... 


Stearate 
Musk, ounce . 
Oilbanum, tears 
siftings ...... 
Orange flower water, ‘gal. 
Orris root, powd, 
Paraffin ; ; 
Petrolatum, white 
Quince seed 
Rice starch 
Rose leaves, red 


crystals, carlot, ton.. 


A8@ 50 
39@ 42 
26@ ~~ .29 
1.13@ 

48.00@ 58.00 
125.00@ 140.00 
$.16@ .20 
08@ .08%, 


13@ = «15 
55@ 6! 
16.00@ 20.00 
75@ 1.50 
1.90@ 2.15 


- 03/4@ .06!/, 


4.75@ 5.25 
24@ .24!/ 
5.50@ 6.00 
5 
15 25 
3 
15.00@ 33.00 
26 
12 
1.25 
28 
1.05 
40 
12@  .15 
03@ .05 
3.25@ 5.00 
17@ ~~ -.20 
20@ 24 
06%4@ .07!/, 
A9@ = 25 
16.00@ 28.00 
16@ 28 
08@ .10 
1.50@ 
H@ 16 
03@ . 
07@ I! 
.85@ 
09@ .10 
2.10@ 


display an unsettled tone because of 
recent financial difficulties in France. 
Lavandin was also unsettled, and lav- 
ender oils were also affected. 


Crude Coconut Oil 
Although slightly below the level 


of a month ago, 


crude coconut oil 


developed a firmer tone toward the 


close. The situation 


copra was 


largely nominal in the absence of of- 
ferings. New business in coconut oil 
was quiet and very little material was 
moving against contracts. Sellers of 
crude glycerine were holding to for- 
mer prices but comparatively little 
business was passing in the article. 
Chemically pure and dynamite were 
also quiet though the market was 
without feature so far as price move- 
ments were concerned. 


Jobbing Demand for Beeswax 


Only a jobbing demand has been 
noted for beeswax. Prices held, but 
to some extent, they appeared to be 
close to nominal. During the past few 
years exports of beeswax from Guate- 
mala have expanded. In 1937, the 
United Kingdom took 11,555 Spanish 


Rose water, din. 
Salicylic acid .........0.0. 
Saponin 
Soap, neutral white 
Sodium, Carb. 
58% light, 100 pounds .. 
Hydroxide, 76% solid, 
pounds 
Silicate, 40°, ‘drums, works, | 
pounds 
Spermaceti 
Styrax ... acer 
Tartaric acid ....... 
Titanium oxide 
Tragacanth, No, | 
Triethanolamine 
Violet flowers ..... 
Zinc oxide, U. S. P. uh 
Peroxide 
Stearate aes 
OILS AND FATS 
Tallow, N. Y. C. extra $ .05/4 @ 
Grease white ...... 0534 Nominal 
LOPE sxx ; -. 09 @ 104% 
Coconut Oil, tonks ..08/, @ 

Corn Oil, distilled, bbls. .09/, @ .09% 
Red Oil, distilled, tanks. ... 09%, 
White, drums 13 

Stearic acid 
Triple pressed 144%, 
ns | 5 
Castor No. 
Coconut, 
tanks ... 
Corn, crude, 
mill, tanks 
Cotton, crude, Southeast, 
tanks . ian ‘ 
Lard, common No. | bbls. ‘ 
Palm, Niger, casks 
Palm, kernel, tanks it 
Peanut Refined, barrels. . 
Tallow, acidless, barrels 


Monite Grade, 


Midwest 


pounds 1,043 English 
pounds) as against 6,737 Spanish 


(equal to 


pounds in 1936. Germany took 6,278 
pounds as against 4,381 pounds. No 
exports were recorded to the United 
States in 1936, while in 1937 2,928 
Spanish pounds were shipped here. 
Although manufacturers of cosmet- 
ics have been enjoying a reasonably 
good demand for their finished prod- 
ucts in the face of general business 
purchases of aromatic 
materials from 


conditions, 
chemicals and other 
this quarter continued to be limited. 


Reductions in Aromatic Chemicals 


Among the price developments 
noted in aromatic chemicals over the 
past month were reductions in an- 
ethol, linalyl acetate, benzophenone, 
and rhodinol. Competition in vanillin 
was very keen. 

The nearby outlook is still regarded 
as uncertain in aromatics but reports 
current about the trade indicate that 
by fall, a heavier demand is likely to 
appear. It is believed by that time 
consumers including perfumers and 
toilet goods manufacturers will have 
worked off inventories. 
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U.S.P. POWDERED CASTILE SOAP 


POWDERED NEUTRAL SOAP 
* 


SHAMPOOS (Liquid Only) 
COCONUT ¢ OLIVE OIL @¢ CASTILE 
Specially prepared for repackaging 
CLARITY ASSURED 


Send for price list and samples 


KRANICH SOnr COMPANY, INC. 


54-60 RICHARDS STREET BROOKLYN, NEW YORK 





Gi hail eee NO 
solves your ee odid | SEA pen for 


The wave-lengths in the sun harmful to the 
skin lie between 2900 to 3200 Angstrom 
Units.. By blending aromatics having high 
filter qualities in different parts in the sun's 
burning range, we have developed a product 
which gives perfect protection against these 
harmful sunburn rays. 


Scientifically tested ANGSTROL is a 100 
percent effective filter . . . Ideal for use in 
your "sun tan" creams and lotions. Should 
be incorporated in Mineral Oil in the propor- 
tion of 8 oz. to | gal., or in Lanolin Cream 
in proportion of 6!/, oz. to 100 Ibs. 


HE recognized standard of qual- 
ity in the cosmetic industry is, and a A, 
always has been, ITALIAN TALC. fOe Tw wr 


Users of talc throughout the world know that the 
natural rockstone found in Italy produces a super- 
Angstrol will make your summer profits soar. 
Write TODAY for complete details and ex- 
perimental sample! 


P. R. DREYER, INC. 


12 EAST 12th ST., NEW YORK CITY 


LOS ANGELES, CALIF. ST. LOUIS, MO. 

SAN FRANCISCO, CALIF. CINCINNATI, OHIO 
KANSAS CITY, MO. BALTIMORE, MD. 
NEW ORLEANS, LA. HOUSTON, TEXAS 
CHICAGO. ILL. DES MOINES, IOWA 
DETROIT, MICH. PHILADELPHIA, PA. 


[Mirren nnunmeneem een a] 
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fine product. Besides having an unusual silky tex- 


ure, it has all the features that are most desired. 


There is mo substitute for ITALIAN TALC. 


CHARLES MATHIEU 


N C O R A T 


‘sniiaas aain aad of the Italian cabin 


120 LIBERTY ST., NEW YORK, N. Y. 


HUMUULNUULLLUUUULLLLLLALLLLLL LU 


VUELTA 








OUTSTANDING EXCELLENCE 


. . » That accounts for the popularity of 
Interstate Colors. 

No matter what your color requirements 
are, consult us. Our expert advice will 
prove of great value to you. 


CHLOROPHYLL e SAPONINE 


INTERSTATE COLOR CO.» 
K 


3 BEEKMAN STREET, NEW YOR 





PERFUMES, COSMETICS & SOAPS 


by WiiiiaM H. Poucuer, PH.C. 
THIS STANDARD AND AUTHORITATIVE WORK AVAILABLE 
IN THREE VOLUMES 


VOL. I A dictionary of perfumes and cosmetic raw materials. PRICE 
a ties Hundreds of new raw materials have been added in this $8 5 
th Edition "O.Ge 


new edition. 
POSTPAID 


VOL II The new fifth edition of Vol. II is devoted exclusively PRICK 


to Perfumes and Perfumery. Cosmetics and Soaps are $2.95 


Sth Edition now treated separately in Volume III. 


POSTPAID 


VOL III Treats of the actual manufacture of Cosmetics and PRICE 


Soaps and contains explicit directions and numerous 
Sth Edition 7.20 


working formulae for each type of preparation. 
POSTPAID 


FOREIGN POSTAGE EXTRA—ORDER YOUR COPIES TODAY! 


BOOK DEPT., ROBBINS PERFUMER CoO., Inc. 
9 EAST 38th STREET ° NEW YORK 


Giese’s Filter Papers are the 


Heavy Linen Fibre Filter Paper for Rapid Filtration 
of Large Quantities—Very Strong 


PACKED AS FOLLOWS: 


13 inch, 55 lb. Bales 20 inch, 110 lb. Bales 
15 inch, 55 lb. Bales 24 inch, 55 lb. Bales 
18 inch, 55 lb. Bales 26 inch, 55 lb. Bales 


32 inch, 55 lb. Bales 


Also folded—packed in cartons 


Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., N. Y.C ee 
Bale of Filter Paper ° 
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SUNTANOL 


Meets the All-American Demand 


ror A TAN without a BURN 











Protection from the pain of sunburn 
—that's what they want—and that's 
what they get with SUNTANOL .. . 
a scientific blend of soothing oils and 
aromatic chemicals containing one of 
the finest sun screens ever developed. 
Tanning rays pass through. Burn- 
ing rays are excluded. SUNTANOL 


cools and soothes the skin as it tans. 

































































Will not wash off in fresh or salt water, 
though it is easily removed with soap 
ABONITA OU ALITY and water. Leaves no permanent 
FACE POWDERS stains on bathing suits. It's good 
HIGHEST QUALITY — ALLSHADES~=_ Q._ | for the user—and good for you. So 
Sunstving Discriminating Trade Desiring U | get into the selling swim. Feature 
he Finest that can be Manufactured 
A 
ae eee TIC SPECI ALISTS L | SUNTANOL! 
TRULY ID INDELIBLE I * 
3 HIGH - TEST LIPSTICKS T 
(1 HANDMADE * Medium and Heavy grades. Red 
S / ROUGES 
ee I») cA PERFECT ° | or Yellow. Write today for copy 
(! J ES CREME ROUGES 9g | of Spectrophotometric Test on 
oe, COSMETIQUE (Mascara) yy } 
/ EYEBROW PENCILS - SUNTANOL and other important 
EYE SHADOWS L | facts. 
BULK OR PACKAGED e PUREST, HIGH- I | * 
EST QUALITY e FULLY GUARANTEED T 
TAP-IT-PAC LOOSE POWDER VANITIES Y | 4 be cE R Ww Oo Oo D 
ABONITA COMPANY, INC. ||PETROLEUM COMPANY, INC. 





33 years of Quality Service to the Manufacturing Trade 


24 TO 30 S. CLINTON ST., CHICAGO, ILL. | 


Main Office: BUSH TERMINAL, BROOKLYN, N.Y. 
Stocks Carried in Principal Cities 







Refinery: Warren, Pa. 
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THEY SATISFY THE MOST EXACTING REQUIREMENTS 


IN PURITY, 


Stearate of MAGNESIUM—Pure white. 
Light or heavy as desired. 
puff like the finest pollen. 


Stearate of ZINC—Pure white. 


for adhesiveness. 


IN UNIFORM QUALITY 


Remarkable for fineness and 
Dusts out under the 


Odorless, Impalpable. Water-resistant. 


Unusually adhesive. Light or heavy as desired. 


These two stearates are used by leading cosmetic firms for dependable 
and quality results. Prompt deliveries in any quantity from one barrel 


to a carload. 


ol 


MAGNESIUM 


Telephone SUnset 6-1337-1358 


Chemical Products Co. 


53-33rd Street, Brooklyn, N. Y. 
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FATEHFUL SERVites 


STOHN/HOR 


Gg WHA, yf 


METAL - EMBOSSED 
ENGRAVED 
_DIE STAMPING FOR BOXMAKERS 





The See SE 





JOHN HORN, Labels, sew vont cir, 1. 


Sample booklet of labele sent to RESP E MANUFACTURERS 





CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 


Please send check with copy. Address all communications to | 


THE AMERICAN PERFU MER. 9 East 38th St.. New York 





SITUATIONS Ww ANTE D 
COSMETIC AND PHARMACEUTICAL CHEMIST with 15 years’ 


experience in research and production seeks connection. Grad- 
uated Chem. Engr. Until recently chemist-perfumer for nationally 
known cosmetic house. Prev. exp. in pharmaceutical mfg. Avail- 


able immediately. Address Box 2293 The American Perfumer. 


CHEMIST and PERFUMER M.Sc.35,. Eight years’ experience in 
cosmetics and related fields; five years in university teaching and 
research work. Experienced in analysis, duplication, control, pro- 
duction, cost accounting research and development work: also syn- 
thesis of emulsifying agents and sulfonated oils. Have published 
seven original papers. Best of references. Address Box 2294, The 
American Perfumer. 

CHEMIST Pratt Institute graduate, diversified chemical experi- 
ence; intelligent, loyal; references. Address Box 2296, The Amer- 
ican Pe rfumer._ 


HELP WANTED 
PERFUMER—For position with Essential Oil House. Experienced 
in the creation and duplication of perfume compounds. Unusual 
opportunity. Address Box 2295, The American Perfumer. 





want to register a TRADE MARK ? 


write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. 


ONSOLIDATED 


NEW BRUNSWICK, NEW JERSEY 


COLLAPSIBLE TUBES . SHEET METAL GOODS 
CORK TOPS . SPRINKLER TOPS . DOSE CAPS 
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Established 1858 FRUIT JAR CO. 








PQR OVER FILET Y -VEARS 





























From Cape Horn 
to Alaska 


Consolidated’s Guaranteed Good Rebuilt 


Equipment is giving Satisfactory Service. 
We're prepared to Serve You, too! 


SELECTED SPECIALS 


2—World Rotary Automatic Labelers. 

8—World, Ermold and National semi-auto. motor driven Labelers. 

!—World Automatic straight line Duplex Labeler. 

i—Pneumatie Seale Automatic Screw Capper; 4 Kramer, semi-automatic. 

i—Pneumatic Seale Packaging Unit, carton feeder, top and bottom 
sealer, 2-stage weigher, Wax liner unit. 

2—Sameo Jr. 6 spout Vacuum straight line Fillers. 

5—Gravity and Vacuum Bottle Fillers, 2 to 6 spout. 

i—National MG Powder Filler and Weigher. 

2—Ferguson Carton Wax Wrappers. 





























Tablet Machines—3—Colton 2B, '2”; '!—Mulford, 144”; 2—Colton 
No. 2 Rotary, 5g”; I—Stokes Rotary D i”; t—Stokes Eureka 
hand, 









Dry Powder Sifters and Mixers, lab. size to 4000 ib. capacity. 

i—Urie Universal Tube or Jar Filler, motor driven. 

2—-Karl Kiefer Visco Piston type Jar Fillers. 

2—200 gal. Glass Lined Jacketed Kettles; 2—250 gal. Agitated; 
4—350 gal. jacketed. 

i—200 gal. Pfaudier Glass Lined Storage Tank. 

5—Pony Mixers, Day and Ross makes, 8, 15, and 40 gal. 

MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pulverizers 

Grinders, Sifters, Screens, Colloid Millis, Filters, Filter Presses, Coat- 

ing Pans, Pill Mass Mixers, Pot Mills, Tanks, Stills, Agitators, Pumps, 

Boilers, etc. SEND FOR COMPLETE BULLETIN. 















What have you for sale? Send usa list. 





We Buy and Sell from a Single Item to a Complete Plant. 


Consolidated Products Company, 
14-15 Park Row New York, N. Y 


oremus Avenue, Newark, N 





VAN DYK & CO. 


Incorporated 1904 
MANUFACTURERS OF RAW MATERIAL FOR 
PERFUMING ... COSMETICS ,. . FLAVORING 








\ Executive Offices and Works 
7 eaiaton Ave., i. Clty. N. J. 















You eliminate any element 
of chance WHEN YOU USE 


. a BEE: : SWAXK 


PURE WHITE ° . EXTRA QUALITY - and 100% PURE 


Our flaked Ceresine, Carnauba, Japan Wax, and Candelilla also meet every quality standard 


Long distance telephone SHerwood 


\ h dl, ° h d (f) f- ot ae Distributor: A. C. 
/ / - 219 E. North Water St., 

h, 2O Or: Con ar ax O. INC. Chicago. tie 85 com of aan 
ous business in the United States. 


HALEDON, PATERSON N E W J 2°45 8 ¥ Established 1852. 





For All Cosmetic 
Purposes 


if you haven't a copy of our 
latest price list, send for one 


K. F. REVSON Co. | 


Specialists im Cosmetic THE MODERN CONTAINER 

Materials for the Trade Strong, attractive and durable. Entirely impervious to 
| light, a protection for its contents. Light weight, low- 

ering shipping costs. Breakage eliminated. 

Furnished in sizes from '% oz. to 5% gallons. 


91 SEVENTH AVE. NEW YORK CITY 
'| AMERICAN ALUMINUM WARE CO. 


Cable Add : COSCHEMS 
able ress NEWARK, N. J. 








YOU MAY NEED ONE OF THESE 


THE CREAM OF BEAUTY by H. . -» A Handbook of Make-up. Only $2.25 postpaid. 
BOO K S Stanley Redgrove. A book of beauty = .47R DYES AND HAIR-DYEING by Redgrove & Foan .. . 
culture containing recipes for useful Only $2.25 postpaid 
toilet creams and lotions. Contents: Care of Face; Care of tee re M a ae 
Hands; Materials Used in Cosmetics; Cold Cream, Its His- FLAVORS AND ESSENCES by M. H. Gazan . . . A new- 
tory, Composition, Utility; Modern Vanishing Creams; Emol- type formula book. Gives brand-new formulas, most of them 
lient and Astringent Creams (Greasy and Non-Greasy) ; Mud- never published before. Each carefully tested—with full in- 
Pack Treatment; Face Powder; Rouge and Lipstick (their structions . . . $10.20 postpaid. 
use and abuse); Some Useful Toilet Waters and Lotions; 
Care of Hair; Preparations for the Hair; Problem of Super- 
fluous Hair . . . Only $1.75 postpaid. ORDER FROM 
SCENT AND ALL ABOUT IT by H. Stanley Redgrove . . . ROBBINS PUBLICATIONS BOOK SERVICE 
Only $1.35 postpaid. 9 EAST 38th STREET NEW YORK, N. Y. 


PAINT, POWDER AND PATCHES by H. Stanley Redgrove 
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